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Men, Money,] 
and Motives! 




Virginia: state of presidents 



Mount Vernon— Home of Washington 



What does leadership spring from? It's hard to say- 
yet it's safe to link that unique quality to alertness, 

ingenuity, practical idealism, and a pioneering spirit. 

Virginia is aptly termed the State of Presidents. 
Among the nation's leaders, Washington, Jefferson, 
Madison, Tyler, Taylor, Monroe, William Harrison, 

and Wilson all called the Old Dominion home. 
Is it coincidence that the State of Presidents 
led the way when the revolutionary air duo, 

radio and television, first dawned on the horizon? 
Is it coincidence that WMBG, WCOD (FM) and WTVR, 
First Stations of Virginia, lead sponsors 

right into the hearts of their vast audiences? 



FM 



Havens & Martin Stations are the only 
complete broadcasting institution in Richmond. 
Pioneer NBC outlets for Virginia's first market. 
Represented nationally by John Blair & Company 




Ihavcms & martmhmC. — 



WTVR 



^"SSutJif^fifSf tefevislorTstatiof 



FIRST STATIONS OF VIRGINIA 



Jones agency 
dissidents may 
lose some of 
accounts before 
they start 



Novel test will 
pit AM against 
TV on sales basis 



Replacement TV 
stanzas losing far 
more audience 
than year- 
rounders 



Crawford clothes 
launches record- 
breaking air 
promotion 



New mail-order 
tempest stirring? 



Though most reports put it down as accomplished fact that Duane Jones 
Agency staffers are setting up new shop with several big accoiints as- 
sured, SPONSOR has learned "Jones boys" may be over optimistic. One 
of supposedly in-the-bag accoiints, heavy radio/TV spender, is receiv- 
ing pitches from half dozen agencies^ hadn't made decision at press- 
time. Meanwhile, Jones is suing dissident staffers. Agency's trou- 
bles have been brewing for months, with loss of Babbitt accoiint to 
Weintraub early this year one major symptom. (For commentary by Bob 
Landry, see Men, Money, Motives, page 6.) 

-SR- 

In secret, major account is preparing to test sales scored by televi- 
sion against its radio results. Network of 9 radio stations has 
been lined up to compete against 2 TV stations within one state of ac- 
count's sales territory. Firm gets announcements on its 9 AM stations 
for same amount it now spends on 2 TV stations involved. By checking 
sales figures carefully, it's hoped test will show whether TV's impact 
is really greater — dollar-f or-dollar — than radio's. 

-SR- 

Advertest study conducted 3-11 August found that 3 TV programs on 
year-round lost only 10% of audience ; but average audience loss of 3 
replacement shows was 42%. Average TV set in 767 New York-area homes 
checked was in use 15% less during summer than winter, with average 
individual in TV home spending 2'/z hours daily watching TV in summer. 

_SR- 

Crawford clothing chain in New York City has launched what may be 
record-breaking air campaign for clothing retailer in one market. 
Crawford will spend major share of budget (estimated at million) on 
television via Al Paul Lefton Company. Lineup includes "Public Prose- 
cutor," and "They Stand Accused" dramas on WABD, and International 
Boxing Club bouts on WOR-TV. Considerable slice of budget will also 
go to radio, with news, d.j. shows, announcements on WINS, WMGM, WQXR, 
WLIB. Unique aspect of campaign is that in buying TV heavily Crawford 
is also expanding its radio budget. Firm had reduced air activity in 
recent years after headline-making saturation campaign 4 years ago. 

-SR- 

In recent column, radio/TV critic John Crosby pierced TV mail-order 
pitchman Charles D. Kasher with his usual sabre. Aside from amusement 
furnished, Crosby's comments may be first round in new public protests 
against mail-order on both radio and TV. Kasher' s filmed half-hour 
pitch was called equivalent of 30-minute commercial by viewers who 
wrote to Crosby. (It consists of harangue on nutrition summing up 
with specific pitch for mail-order vitamin product.) Equivalent mail- 
order pitch is now making rounds on radio, with stage star Richard 
Llewellyn lecturing on hair care for 15 minutes, leading up to hair- 
oil pitch. 
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CBS' Hausman: 
"We are re- 
packaging radio." 



Nielsen emphasis 
on qualitative 

research regarded 
as healthy for 
radio and TV 



ABC has 2V4 
more hours 
sold this fall 
than last 



OuMont's Stickel 
predicts upswing 
in TV set sales 



Lang-Worth 
'Pigskin Salute" 
gives local 
stations slick 
football music 
format 



TV film planned 
at half cost of 
usual product 



You'll b'- hearing about more innova t ions in AM network sellinp; along 
lines of :BS' plan for one-shot Sponsorship of Red Skelton. Nets are 
bending every effort to make radio attractive to advertisers of every 
kind — particularly those who have never used radio before. That ' s 
strategy behind Skelton move. It's intended to compete directly wi th 
magazins for business of advertisers who use only one or two pages 
annually. Alluding to future plans, CBS vp Lou Hausman told SPONSOR: 
"We are repackaging radio." 

-SR- 

Agency and advertiser observers have told SPONSOR they feel A. C. 
Nielsen Company's emphasis on qualitative research in its recent pro- 
motion efforts has healthy effect on radio and TV. Nielsen has been 
stressing that meaning of ratings in relation to marketing realities 
for any given product are more important than raw audience score 
alone . "It all helps to dispel notion that you have to get more audi- 
ence than the other fellow to do a job," was way one account man 
summed it up. 

-SR- 

Once all new and renewed business is toted up, ABC radio network comes 
out substantially ahead of last fall. As of 1 October last year, net 
had 2IV2 hours sold (Monday through Friday). This year's total is 24}^ 
hours and mornings are completely sold out except for one quarter 
hour. Mutual, too, reports business increase, with gain in gross 
b illings of 7% during January-July this year compared with same period 
last . 

-SR- 

Walter L. Stickel, Allen B. DuMont Laboratories set sales manager, 
predicts lagging TV receiver sales will swing upward this fall. He 
cites more than 40% of sets which have 14" tube or smaller as consti- 
tuting healthy replacement market and st i mulation resulting from open- 
ing of Omaha-San Francisco TV linkup. 

-SR- 

Extent to which music libraries have become program "services" is dem- 
onstrated by new "Pigskin Salute," 47-page book issued by Lang-Worth 
Feature Programs. Book enables local stations to whip together effec- 
tive football music shows, includes scripted salutes to 86 colleg&s. 
Via library services like this, Lang-Worth and other programing firms 
are enabling local-level Sponsors to get shows of metropolitan cali- 
bre. N ational sponsors benefit, to o, since good share of money spent 

locally is made up of co-op funds. 

-SR- 

Holbert Productions, newly formed TV film packager, told SPONSOR it is 
planning series of 13 quarter-hour films at "half cost of anything 
t hus far produced for TV." Production on documentary-type stanzas 
will be preplanned to Nth degree, use 16mm film with sound recorded on 
same film — up to now technically difficult. Said Jerry Albert, 
partner in firm and former United World Films executive: "We hope to 
become the Klein's of the TV field, with values at extreme low cost." 

(Please turn to page 52) 
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'm 19V3, :C^t;,\be Giants, 

r issuing a ^I^S^^eaftue 
on b'^l^'-AutbcNvson S 

decid"i^^ This stations 



Christy Mathewson 
In "No Walksr 

WHEC 
In Rochester Radio 



fttCORP 



WHEC is Rochester's most-listened-to station and has 
been ever since Rochester has been Hooperated! 
Note WHEC's leadership morning, afternoon, evening: 



STATION 



STATION 



STATION 



STATION 



STATION 



STATION 



MORNING 

8:00-12:00 Noon 
Monday through Fri- 



12:00-6:00 P.M. 
Mondoy through Fri. 

EVENING 

4:00-10:30 P.M. 
SundoY through Sot. 



WHEC 


B 


C 


D 


E 


F 


38.4 


25.7 


7.0 


9.3 


14.6 


4.0 


45.4 


29.3 


6.6 


1 1.5 


3.4 


2.6 


33.3 


30.4 


9.7 


11.5 


12.5 


Stotlon 
Broadcosfs 
till Sunset 
Only 



FEBRUARY THRU MAY, 1951 

LATEST BEFORE CLOSING TIME 



BUY WHERE THEY'RE LISTENING:- 




N. Y. 
5,000 WATTS 



RepreienMivei: EVERETT- McKirJNEY, Inc. New York, Chicago, LEE F. O'CONNELL CO., Los Ange les, San Francisco^ 



10 SEPTEMBER 1951 



3 




ii w 

VOLUME 5 NUMBER 19 





DIGEST FOR 10 SEPTEMBER 1951 



25 



28 



SO 



32 



ARTICLES 



IVIii/ r<f(fio leill llirif e in (i TV era 

Through hard-hitting audience promotion and program ideas which make 
news, radio's leaders plan to ensure the value of their medium to sponsors 



ffofc « f/oiftff/ fiiant tttakes friends 

In one decade, Reynolds Metals Company became No. 2 aluminum maker, 
matched industrial expansion with public relations campaign via spot radio 



Be ctirefiil ott the nir: Pari t 

For their own best protection, sponsors should understand the workings of 
censorship, know how to self-censor 



Batths Off II do better on ratlio/TV 

Lamentable ignorance of many bank admanagers about broadcast media 
makes for poor advertising. But many banks do cash in with radio 



ffoic to run (I prciiifiiiii proiiiolioii 

SPONSOR details the techniques successful sponsors employ in selecting 
and handling premiums for maximum profit 



'^^turs dead tthetttl, sir!-" 

Science fiction has rocketed to new popularity in movies, magazines, books, 
comics, is proving hot sponsor bet on radio/TV 



Film c'oiiiiiK'roicif prodiiclioii tips: I'art II 

Uninformed admen drive TV film producers mad. Concluding report on 
Transfilm briefings cover Direction, Cost Confrol, Production Detail 



COMING 



Budsott I'uper (Jutnpatty uses radio 

After dropping spot radio for network TV, No. I napkin-maker found dra- tp^t 

matic proof of radio's pulling power, is now restoring spot AM schedule * k | • 
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What has TV leurtted uhutti eeottomti? 

The young medium, TV, though notoriously expensive, is finding ways and 
means of cutting costs through production economies 



21 Sept. 



Be eureiul on the air: E*tirt EE 

The second part of SPONSOR'S series on censorship covers TV taboos, *» f C , g 
some of the unique difficulties video sponsors face " 
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MR. SPONSOR ASKS 
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COVER: Radio and TV shows of science fic- 
tion nature are cashing in on a nationwide 
boom in futuristic fare. However, commercials 
need careful Integration. Here, executives 
huddle at Hirshon-Sarfleld agency to discuss 
TV commercials in Jacques Kreisler (watch- 
bands) "Tales of Tomorrow" on ABC-TV. 
L. to r.: Arthur Weil, A.E.; Irwin Spitrer, 
agency v.p.; Jean Burns, secretary; Sidney 
Garfield, pres. of H-S; Joe Roberts, Kreisler 
ad manager; George Foley, co-producer of 
Kreisler's show. Not shown in the picture 
Is Bob Lewine, agency television director. 
Kreisler currently is considering a radio 
version of Its TV program for non-video areas. 
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"FOR OUT OF HOME" LISTENING • • • 



WKMH 



• 



• •••••••^ f^CMJU^* •••••••• 

NQ 1 - Detroit 



In 21 out of 48 quarter-hours, (12 noon to 12 
midnight, Mon. thru Fri.), WKMH is the 
Number One Station (or is tied for Number 
One) in "out-of-home" listening. (^) (^^) 

REFERENCE: PULSE OF DETROIT, JULY 1951 

TYING FOR FIRST PLACE, FOR EXAMPLE, WITH ITS BROADCAST OF 
^ THE NEWS BY JOHN W. VANDERCOCK FROM WASHINGTON (7:00-7:15 



PM MON. THRU FRI.) 



WKMH's OWN NEWSCASTER DALE MARR IS NUMBER ONE PRO- 
GRAM HEARD IN DETROIT (11:00-11:15 PM, MON. THRU FRI.) 



LOOK FOR MORE POWER IN JACKSON, MICHIGAN! 
W K H AA ^'LL "^^^ ^'"^ OCTOBER FIRST. 

1000 WATTS _ _ _ 970 ON THE DIAL 



Contact your Headley-Reed representative 
10 SEPTEMBER 1951 
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BETWEEN 
COMMERCIA 





BY 
I^AY 

MULVIHILL 



' San Francisco was once 

sli^ again in the television lime- 
light as the site of the network 
pool telecast of the Japanese Peace 
Treaty last week — a history-making oc- 
casion which marked the opening of the 
transcontinental micro-wave. 

With the appointment of CBS by the four 
networks to handle the pool pickup and co- 
ordinate the program, KPIX, as the CBS 
affiliate, was delegated to telecast the Peace 
Treaty proceedings in their entirety from 
San Francisco's War Memorial Opera House. 

Main portions of the eventful sessions 
were fed to stations throughout the coun- 
try — which brought the Peace Treaty 
proceedings to the largest viewing audi- 
ence in television's history. 

Heading the operational staff were: Sig Mikle- 
son of the CBS television network, who acted 
as program coordinator; Dave Kees and 
George Mathiesen of KPIX, who headed the 
production and engineering crews. 

TOP OF THE MARK 

Now being brought to KPIX viewers each 
Thursday at 6:30 PM is the tele-version of 
Margo Trumbull's popular KSFO radio series 
-"Top of the Mark." 

Televised directly from the world famous 
Top of the Mark, the half hour program 
features Margo's interviews with the 
world's best known figures in entertain- 
ment, political, literary and professional 
circles. 

Throughout the 1 1 years she has aired the 
show on KSFO, in addition to her recent TV 
activities, Margo has acquired a widespread 
reputation for her remarkable interviewing 
techniques, and the new KPIX series, now in 
its third week, has already gained an en- 
thusiastic following. 



CHANNEL 



ll*pr«Mnf*d by Th* Kali Agancy, lnc« 




R«ptr«Mnl«<l Wm. O. Rambcau Co, 



SAN FRANCISCO 




by 

Robert J. Landry 



The Duaiie Jones Agency has httely been having its iniddle-aged 
menopause in public. At least that's the way it shaped up after some 
w'eeks of pretty lurid charge and counter-charge. Joiies was leaving 
at one point. Jones was back in the saddle at another. He was willing 
to sell out and, again, his staff was trying to steal the agency. With- 
out going into the details (if anybody really knows them all) the 
interesting fact stands clear that Jones was accused of being a "tired, 
inattentive genius." It got down to a question of who was loyal or 
disloyal to whom. Conspirac)- of gossip or not the charge was spread 
— and it was a serious charge — that the big boss was no longer heart 
and soul. He was charged with cheating on invested labor. 



Note this factor of invested labor. Account "loyalty ' often lies in 
a lively anticipation of the continued application of a known and 
valued type of service administered by known and valued personages. 
Family connections may occasionally figure but the so-called "\est- 
pockct account"' is typically controlled not by pull or magic but by 
a sturdy record of trustworthy jierformance. 

* * * 

The Duane Jones case, and other recent agency fusses, raise again 
irrepressible questions as to why ac< ounts change agencies, follow or 
don't follow this or that big wheel. Trade soothsayers want to know 
why BBDO is so hot these past three years In copping off new ac- 
counts, and why Young & Rubicam is "wobbly." All this concerns 
who gets what. 

* * * 

The ad\ertising newsletter. Space & Time, undertook early in 1949 
to tabulate "account turnover" during a 15-year period at various 
leading advertising agencies. The objective of the studies was to 
establish whether "big" agencies lost clients more or less rapidly 
than "little" agencies. They do. There were five solid pages of into 
agen€)-ont of agency listings for \. \\'. Ayer. a page and a half for 
V&H, three pages for J. Walter Thonq^son. lo lines for ]5cnton & 
How les. 

* * * 

From the beginning, most ad\ertising agencies have been "part- 
nerships." significantly named for ihcir j)rincipals. like a legal or 
medical olFicc.. On cveiy side the stress has been upon "personality," 
defining personality broadly and not just as built-in agency smile or 
padded shoulder; rather as creative brainpower and matching glandu- 
lar energy. In tb(> final reckoning, it Ixx'onies ever clearer that the 
effective agenc) man is a strategist in sales planning and not merely a 
preparer of copv or a deviser of entertainment. Duane Jones built 
bis reputation back in the Habbill .Soap-Blarney Stone days by laying 
all around him with a merchaiulising shillalah. J. Stirling Getchell. 
the sh()rl-li\ed genius, lived, breathed, bled, inidwived witli his ac- 
counts. Again ;md again, one man's metabtdism makes an agency. 

(Please turn to pa^e ) 
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RCA Service technicians, dur- 
ing their unique training pro- 
gram, live and breathe the 
suliject of television— for your 
benefit. 



y^ese men get TVs /nsfc/e 



When you buy a fine telex'ision re- 
ceiver, correct installation and main- 
tenance are as important as the set. For 
service technicians, RCA has developed 
the only training program of its kind— 
a factory program. 

During their studie.s, tlie.se men learn 
the basic facts of modern, all-electronic 
TV. . . how it reached its present perfection 
by research at RCA Laboratories , . . Iiow to 
build a television receiver .. .how to select 
and install the right antenna for your Iwme 




...all the complexities of kinescopes, elec- 
tron guns, tubes, tele\'i.sion cameras and 
transmitters. 

When their studies are complete, they have 
a grasp of television's inside story that assures 
you the most perfect installation and main- 
tenance possible — under your RCA Victor 
Factory-Service Contract. 



See the latest tvonders of radio, television, and elec- 
tronics at RCA Exhibition Hall, 36 West 49th Street, 
N. Y. Admission is free Radio Corporation of America, 
RCA Building, Radio City, N. Y. 20, N. Y 




Get all the performance tliat's built into 
your new RCA \'ictor home television 
receiver through an RCA Victor I'actorj^- 
Scrvice Contract, 
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I PIECE OF 
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i I IPil/i this announcement, CBS Radio opens the 
miass circulation of night-time, netu ork radio to 
mivertisers tvith limited budgets. Also, to large 
■miverlisers for special promotions. 

RED SKELTOiS, star-shoivman, star-salesman — 
and his 13 million listeners — are noiv available 
'on a one-time basis. The cost: less than a color 
page in a mass magazine. . . . Here's how a one- 
I time budget noiv fits big-time radio: 

QUESTION: How? 

A^SWKK:Red Skelton's regular half-hour show — one of 
tke "top ten'* in all radio — will he on the air for 39 
consecutive weeks, starting Octoher 3. Each mass- 
market hroadcast will he sold to a single sponsor (but a 
j sponsor will not be limited to a single broadcast). 

!QL'ESTH)N: How will advertisers use the show? 
ANSWEKiTo say something special with impact— as explo- 
sive as the laughter of Skelton's listeners. . . . Here is 
mass radio uniquely produced to launch a new prod- 
uct—kick off a drive — announce a contest Here also 

.(is the perfect opportunity for the split-timing and com- 
flmanding attention that many advertise^rs need for pcak- 
i selling seasons and holidays: Christmas. White Sales, 
j Mother's Day. Father's Day, June weddings and grad- 
j uations. (Skelton ad libs o\ er our shoulder : "For Thanks- 
j giving, we can sell bogs and bogs of cranberries.'') 

1 QUESTION: Any merchandising tie-ins? 



SKELTON ? 



ANS\^EI{: Displays and mailings will flash the appeal 
of Skelton's personality, tieing-in program, product, and 
purse at the sales counter. 

QU^:STIo^: What's the time of broadcast? 
ANSWEK: During a peak listening hour — 9:00 to 9:30 
p.m., Wednesdays. Between the big-audience attractions 
of Dr. Christian and Bing Crosby. 

QUESTION: How many stations in the Skelton line-up? 
ANSWEK: Stations accounting for 91.4 per cent of the 
entire CBS Radio circulation are available for clearance. 

QUESTION: How many listeners? 

ANSWEK; ^ear-in, year-out Red Skelton in front of a 
microphone is a human, fun-making magnet. Last sea- 
son, he drew an average weekly audience of more than 
13 million people. 

QUESTION: How nmch does the show cost? 
ANSWEK: $23,500— including time, talent, and merchan- 
dising. To give this price a yardstick; For $23,500, 
you can tap a mass audience and listener-loyalty that 
took an annual investment of $1,500,000 to build. 

OUEsriON: How will sj)onsors be scheduled? 

ANS>\ EK: Solclv on a first-comc, first-to-profit basis. 

QUES'IION: Are there any other answers? 

ANSWEK: Just a reminder: To say l/iings thai get things 

started . ..or to give a peak-selling season a higher peak 

than ever, red skelton is your hoy For available 

program dates call your representative at... 



THE CBS RADIO NETWORK 
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Now Available! 

Food and Drug 
Brand Distribution 
Survey Results 
for 1951 

Consumer Preferences 
of National Brands in 
loiva — i'V ehr. — Missouri 
Kansas 

Here is valuable help for 
manufacturers of food and 
drug items who want to 
know the popularity ratings 
of their lines, as well as com- 
peting products. Members 
of the KMA Research Staff 
traveled more than 2500 
miles to personally shelf- 
check retail establishments 
in the vast KMA area. 

Get your copy of either the 
drug or food survey by writ- 
ing KMA or contacting 
Avery-Knodel, Inc., national 
representatives. 



KMA 

SHENANDOAH, IOWA 

Represented by 
Avery-Knodel, Inc. 
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CHAP-ANS VOLUME 

Important corrections, please, in 
your othervsise fine article on Chap 
Stick and Chap-ans in the 30 July 
issue. 

The figures on dollar volume are 
vsay off beam — and embarrassing both 
to our client and this agencv. 

In the case of Chap Stick, we imag- 
ine that you estimated them on the re- 
tail sales of approximately seven mil- 
lion Chap Sticks at 250 apiece. But 
certainly the volume (pioted for Chap- 
ans was completely guesswork — and 
considerably over-inflated. 

Too bad! The rest of the story 
showed a lot of digging. But we would 
like a correction on \'olume brought to 
the attention of your readers. 

Pai l C. Gi mblnnek 
]'ice President 
Lawrence C. Gumhinner 

Advertising Agency 
New York 

• R<a<ler Giiiiihiiiiu-r is eorrtM-l, (>b>i<>uslv, 
SP4)NS<)R\s lally of $1 ,7.»(»,0<M) for Chap Slick's 
Kross \* as aseertainecl hy multiplying 7,0<)<>,<»)<» 
sairs I»y 2.'>«'. The Chap-ans M>lunie of S3.000.<)<») 
qu4>tec1 was an rstimatr an^I was so 4leserih4><t in 
the artirlr. When a sourer deelines lo reveal 
>oIunie fiKures, th^-re is nothing eNe to (to I>iit 
make an estimate hased on information steane^I 
from the best informed people in that speeial 
field. SPONSOR regrets any emharrassment eaused 
Mr. (Fiiinhiiiner or Iiis neeoniit an^I will he slad to 
print tlie aetual t4»tal if the a^ene> ar the aeeonni 
will furnish it. 



TIMES SQUARE COVERAGE 

I noticed under New on Television 
Networks in a recent issue of spon- 
sor, that the Maiden Form Brassiere 
Company is going to sponsor on ABC* 
TV a program entitled / Cover Times 
Square. 

! My only comment on this would be 
that it must be some brassiere. 

Dan Hydrick Jr. 
Station Manager 
WDYK 

Cumberland. Md. 



FABULOUS COLUMBIA WORKSHOP 

In SPONSOR for 12 February 1951, 
yon published Fart One of a series, 
"The fabulous Columbia Workshop." 
It was a wonderfully written piece and 
was concluded with a promise that a 
second article would be forthcoming. 

I have checked carefully each issue 
I since and Fm fairly confident 1 have 



not missed an issue: yet I still haven't 
seen Part Two of this series. I sincere- 
ly hope you haven't abandoned the 
plan. 1 enjoy your magazine and I 
believe your coverage of broadcasting 
and TV leaves little to be desired. 

Martin H. Fuller 
Production Manager 
KOMA 

Oklahoma City 



• Sorry, Rradrr FuHrr— you just missed It. 
Part 2 of Bob Landry*« *'The Fabulous Columbia 
Workshop" <a must for any program director) 
appeared on pape 28 of the 26 February Isaue. 



PELS ACCOUNT 

On page 14 of your 27 August is- 
sue, you gave us more than we should 
have and it may cause some embarrass- 
ment to another advertising agency. 

Under the heading "New Agency 
Appointments" you listed us as hav- 
ing been appointed by Fels & Co. to 
handle their Fels-Naptha soap. That 
product, together with Fels-Naptha 
soap chips and Felso, are the accounts 
of the H. H. DuBois agency in Phila- 
delphia. 

With our letter of 18 July, we sent 
you the following news item. 

Fels & Co. ( Fels-Naptha. Fels-Naptha 
soap chips, Felso) has appointed Mc- 
Kee & Albright, Inc., Phila.. to handle 
the advertising of a new, instunt-suds- 
ing liquid for washing dishes and fine 
fabrics. 

Roy J. McKee 
President 

McKee & Albright 
Philadelphia 



MR. OVINCTON IS RAY 

1 noted with great interest the article 
entitled "Why sporting goods ignore 
the air." Glad to see my brainchild 
finally in print. Also the little box and 
digest of my Sports Age article ma- 
terial. 

Realizing that Grant took Richmond 
Ovington never took Grant for a sur- 
name. It has been Ray now for some 
34yo years. Can't understand why the 
editors didn't say Ray & Wadsworth 
to make the muddle complete! Also, 
now that you are being thoroughly ac- 
costed and bawled out, wbv did you 
iiegleii to include in the article one of 
the most important factors of the sub- 
ject matter; namely, the only outdoor 
si)ortsmen's network program. The 
Rod tt- Gun Club of the Air sponsored 
by Pal Blades which is a howling suc- 
cess, proving the fact that the sports- 



Under M4nag«*n«ht oF 

MAY BROADCASTING CO. 

Shtnondoab, Iowa 
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MEMPHIS NO. 1 STATION 



RADIO FAMILIES 


1946 


1949 


RADIO HOMES COVERED 


404,560 


448,890 


BASIC HOUR RATE 


$250.00 


$250.00 


COST PER 1000 HOMES 


.61c 


.55c 


Figures Quoted Based on Latest Available BMB Measurements 



WREC HOOPER RATINGS AVERAGE 
HIGHER THAN ANY OTHER MEMPHIS 
STATION 



figures show and adver+islng 
results prove, jusf as ihey 
do in most cities, that 

IN MEMPHIS 

RIGHT NOW 

WREC 

is a better buy than ever 
before in it's history. 
The advertiser gets more 
in coverage. More in pres- 
tige. 

Since 1946 

U. S. wholesale prices have 
gone up 65%. 
Charges of eight big 
magazines have gone up 
47%. Those of 94 big city 
newspapers are up 24%. 

WREC RATE, IN COST 
PER THOUSAND LISTEN- 
ERS. HAS GONE DOWN 
10.1% COMPARED WITH 
1946. 



1 





Sells More and Sells It Cheqj^r 
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Affihafed with CBS — 600 K.C. 5000 WATTS. 

SEPTEMBER 1951 




Represented by THE KATZ AGENCY, INC. 
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Vhc Louisville Metropolitan Area ranks 
28tli in America in Net Effective Buying 
Income. 

WAVE has a Daytime BMB Audience of 
238,490 families. Its BMB Area has an 
Effective Buying Income of more than one- 
and-a-half billion dollars — or 66.6% as 
much as the entire State of Kentucky! 

WAVE-TV was first in Kentucky by more 
than a year ... is now a third-year veteran, 
preferred by the majority of the 91,987 TV 
set -owners in and around Louisville. 
WAVE-TV is Channel 5 . . . features out- 
standing local programming as well as 
NBC, ABC and Dumont. 

Ask Free & Peters for the whole WAVE 
story, today! 

*Sal<'s Maiiageineiit Surrey of Buying Foioer, May 10, 1951 
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SPONSOR 



man listens to sportsmen's broadcasts 
— therefore, local retailers with local 
sportsmen's broadcasts could become 
excellent clients for local radio stations 
— the whole point of the whole piece! 

You might also mention that I am 
featured quite regularly on the Rod & 
Gun Club of the Air, MBS, as well as 
regular monthly contributor to Sports 
Age — national sporting goods trade 
magazine. 

Ray Ovington 
Plans Committee Chairman 
Grant & Wadstvorth 
Neiv York 



PUBLIC UTILITIES ON AIR 

I am sure that many broadcasters 
join me in thanking you for the splen- 
did articles entitled "Bell Telephone's 
party line." 

A similar story should be appreci- 
ated by our industry covering public 
utilities such as the Gas, Electric and/ 
or Gas & Electric companies. I do hope 
your staff will "dig-up" such a stoiy. 

Geo. H. Jaspert 

President 

WCCM 

Lawrence, Mass. 

• SPONSOR currently has a story on public 
utilities in tko works. 



FALL FACTS PLAUDIT 

Plaudits for the Fall Facts Issue, a 
virtual textbook on the broadcasting 
media. We rely on SPONSOR heavily in 
this department and have long con- 
sidered it to be one of our most valu- 
able pieces of reference material; how- 
ever, I never would have believed any- 
one could put so much useful informa- 
tion between the covers of a magazine 
as you have compressed into the 16 
July issue. I hope you have many ex- 
tra copies on your shelves. We would 
like to place one in the hands of every 
student in our department. Would you 
please advise us of the availability? 

I would also like to have a copy of 
Herb True's TV Dictionary, plus quo- 
tations on mass orders for the same. 

D. F. Feddersen 
Chairman, Dept. of 

Radio and TV 
N orthivestern University 
Evanston, III. 

♦ Limited supply of Fall Faets issue available. 
Bulk rate for TV dictionary on request. 



PUPPY PIX PULL 

KRMG in Tulsa switched from the 
usual "give-away" pictures of station 
personalities to pictures of dogs and 
found that it reaped huge listener divi- 
dends. Johnny Martin, KRMG's Early 
Morning Man, who chatters and spins 
wax from 5:30 to 7:00 a.m. daily, had 
been telling his listeners of his hand- 
some, month-old pups. The station fol- 
lowed this lead and had pictures made 




This Is pic which Martin (and pup) fans got 

of these puppies. Johnny aired three, 
one-minute spot announcements and in 
return received picture requests from 
124 counties in Oklahoma, Missouri, 
Texas, Arkansas, Kansas, Colorado and 
Alabama. At the completion of the 
third announcement, he had received 
over three thousand puppy picture re- 
quests — yes, it's a "Dog's Life!" 

Dale Bethke 
Promotion Director 
KRMG 
Tulsa', Okla. 



JINGLE "PING" 

In the Stuart Chase story in the 30 
July issue, as part of Chase's 1928 
prophecy, he is quoted as saying, "But 
just what connection is there between 
motor cars and symphony orchestras, 
between a pair of wisecrackers and 
candy?" 

In his rebuttal. Walter Patterson 
writes, "Dr. 1. Q. sold a lot of candy 
for many years." 

As an old timer, I submit that what 
Chase was referring to in 1928 was 
undoubtedly the success over WEAF, 
(Please turn to page 91) 




Morning Man 

HOWARD "CACTUS" WILKERSON'S 
"RECORD RANCH" 

7:15-8:30 A.M. — Mon. Thru Sat. 
Arkansans like good Western Music . . . 
and they really go for Howard "Cactus" 
Wilkerson's morning roundup of tunes, 
time and temperature before they head for 
work. (Little Rock city bus line reports _ 
peak hours of passenger travel from 7:30, 
to 8:30 A.M.). Whatever you're selling . . T 
from .■^ppIes to Zippers ... let "Cactus" 
tell 'em and sell 'em! Still some time avail- 
I able . . . but 'twon't last long! 



Phone, Write or Wire GLENN ROBERTSON, 
Manager, KVLC, for Details and Availabilities . . . 
or rrmta<t RADIO REPRESENTATIVES, INC. 
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Eyes and 

GOOD 

CITIZEN 





Ears of a 



♦EXAMPLE — Pulse July survey 
shows that 8 out of top 10 televised 
shows were aired via WHIO-TV. 



^^^^^^^^^^^^^^^ 


• • 

• 

C HA N N E I 1 3 

Tjd-tv 


1 DAYTON, OHIO j 



Every weekday morning, Daytonians by the 
thousands turn from their routine tasks, from 
housework, from business and commerce, to 
participate in Dayton's own daily church of 
the air — the interdenominational "Morning 
Reflections" originated in the studios of 
WHIO-TV. Day after day, religious leaders of 
the area alternate in using our facilities to 
spread, far beyond the boundaries of their 
congregations, inspiration for hope and faiths 

We gladly contribute daily air time and fa- 
cilities for "Morning Reflections" and many 
other programs in the religious, educational, 
patriotic and charitable fields. As a locally- 
owned, locally-operated station, we conceive 
it our duty and our privilege as a "Good Cit- 
izen". We're glad to say that our conception 
of responsibility works both ways. In audience 
loyalty and audience surveys*, Dayton enthu- 
siastically reciprocates every effort that we 
make. WHIO-TV is represented nationally by 
the George P. Hollingbery Co. 





'"Morning Reflections' turns one's thoughts toward the finer things of 
life at the beginning of the day," says Rev. R. W. Coleman, Executive 
Secretary of the Church Federation of Greater Dayton (left). "Thanks 
to the progressive civic spirit of our broadcaster, this pastoral visit mid- 
morning each day helps make our community a better place to live." 



New and renew 
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1. iVeiu OH Television Dletwovks 
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SPONSOR 



AGENCY 



NO. OF NET STATIONS 



PROGRAM, time, start, duration 





lli*i w 


ciis-'r\* 


<> 1 


Ilifjclow-^aii 1 nrfl CiiriM't < -o 


loiin^ tV Hiihicain 


I>n Mont 




itoiiafiilc Mills Inc 


(■'ihraltur 


ARC-TV 






^ oiiiig Ruhieain 


ARC-TV 




Hiistol-Myrrs Co 


Hoherly, Clifi'ord & 


AUC-TV 






Shenfield 






Cjinnon ^lills 


N. %V, Ayer 


NBC -TV 




Cliqiiol Club Co 


^ estoii 


ARC-T\' 


36 


Corn Produols Rofiiiin<; Co 


< . L. Miller 


CRS-TV 




K. I. DiiPoiit *\r Npiiioiirs *^ 


ititno 


ARC-TV 


U> 


(-0 ( nrlon *Iiv) 








Ev<T5,har|> Iiie 


Itt<lW 


\RC-TV 




Gooilyear Tiro & Hiihlior 


^ <iuii^ Huhieain 


NRC-TV 




Co 






Hall Brolliers Ine 


Koote, Cone l!eldiii<: 


CRs-rv 


25 


Iloll) u oo^I r.aiHly Co 


Htitiirauir & Ryan 


ARC-TV 


:t*> 


Iiiteriiatioiial Shoe C» 


lloaff Provan^Iie 


ARcrv 


22 


(Siiiiflial Shoe Co (liv> 








International Shoe Co 


\V eslheinier and Itloek 


Dunioiit 


10 


< Feter^ Shoe Co div ) 








Jene Sale<? Corp 


She ruin Holiert R^idsers 


ARC -TV 






•Ji .\ssoeiates 






Kellogg Co 


Ken yon it Eekharilt 


NRC-TV 




Lipeott & Myers Tobacco 
Co 


Cnnninffham & WaKli 


NRC-TV 




P. LoriHard Co 


1 ennen & Mitehell 


On^lont 




Mfipcn David Wine Co 


We is*; X Geller 


\RC-TV 




Peter Paul Ine 


M axon 


NRC-1 V 




Pe»nek vS: Ford Ltd 




NRC-TV 




PilUhury Mills Inc 


Leo Itnriieft 


NRC-TV 




Ue> nolds Metals Co 


Itnchaii an 


NRC-TV 





l.ovr of Life; M-F I2:l3..-(0 pin; 2 1 Sep; 52 
wks 

lti--cl<iwSaiifnrd Thratrc; Tli l<).lll::t(l (, 

S.-|i; 52 wki 
Vcrsjtili- Varieties; alt V 9:30-10 imls 5 Ort ; 

2(t wks 

Mr. DiMriet Attorney; all M lS-ft::!0 piii; 1 

Oel; .51 wks 
roodiiii Tlie Great; Sal I l-ll :I5 am; <i Oet ; 

.52 wks 

Kale Smith Show; M 1:13-5 pm; 10 Sep; ."{9 

wks 

Lan:j:fiir<l-Anie«-hc Sh<iw; TIi 12:.'{0-I,5 pin; 13 

.S«.p; .52 wks 
Garry Mnore Show; 1" 2:15-.'i() pni ; 1 (> Oet : 

.52 wks 

Laii<:;forfI- Vnieelic ^^how ; F 12:1.5-1 pni; 21 

Sep: 52 wks 
^ iiur Show of Shows; all Sal 10-10 :.tO pin; 13 

Sep: 5 wks 

Television PIayhon:.e; all Snii *^-10 pin; 1 t 

Oel; 26 wks 
Hallmark Presents Sarah I'hiireliill; Sun .5:1.5- 

6 pni; 7 Oet; 52 wks 
IloIIywoofl Jiiiii4ir Ciren-.: alt Sat IO;.'tO-lI am; 

« Sep; 52 wks 
Pootliiii The Great; Sal Il:13-.30 am: 25 An-:; 

.TJ wks 

Kids am! Co: Sat 11-11 :.30 am; 1 Sep; 52 wks 

Uniiaiiied; alt Th 10-10:30 pin; 27 Sep; 32 
wks 

\1I Star Revne; every thiril Sat 8-0 pm 
Unnainerl; Siiii 7-7:30 pni; 7 Oet; .52 wks 

llowii ^'€ni Co; F 9-0:.50 pm; It Sep; 52 wks 
Charlie Wild. Private E)ete<t!ve; 1" 8-«:.'?0; 11 

Sen: 26 wks 
Gahhy Hayes; Th 5:15-30 pm : I .T Sep; 20 wks 
Ruth Lyons; Th 12-12:15 nm; 1 Oet; 13 wks 
Kate Sniitli Show; Al l;15-/>0 pm : 10 S^-p ; 52 

wks 

Kate Smith Revnt-; alt V.' 8-8:30 pm; 2«) Sep; 
13 wks 



2. Renewed on Television Nettvovhs 



SPONSOR 




AGENCY NO. OF NET STATIONS 


PROGRAM, time, start, duration 


Che^clirough >Ifg; Co 




Meranii-Erieksoit 


MtC-TV 




Kate Smith Show; M liSO-lS pm ; 10 Sep; 13 


GiReltc Safety Razor 


Co 


Max on 


MtC-TV 




wks 

Cavalea<le of Sp4»rts; F 10 pm-eoneliision ; 7 


Ironrite Inc 










Sep; 52 wks 




Brooke, Smith, Freiieh 


ARC-TV 


It 


llollvwiiod Sereen Test; M 7:30-8 pni; 1 Oet; 






Dorraiiee 






32 wks 


KaUer-Frazcr Sales C 


orp 


NX'illiam 11. X^'eiiitrauh, 


l)n>lanl 




Kllerv Oneen; Tli '>-<):;t« pin; 1.3 Sen; 52 wks 


M & M Ltd 




^'illiam Fsty 


»HC-T\ 


16 


Super Cireiis: alt Sun 3;.30-6 pin; 12 \ns; .52 


^linne»iota Mining X 
Co 


MfK 


KHDO 


\»r-TV 




wks 

Juvenile Jury; Sun .3 ;.'IO-t pm; 1.5 Sep; 26 wks 


Simmons C^i 




■\*ouns X RiilnVani 


NHC-1 V 




Kate Smith Show; T 1:15-30 pni: 11 Sep; 30 


Toni' Co 




I'oo,te, Cone tS- Heldiiipr 


CUS-TV 


38 


wks 

Arthur Godfrey anil His Friencls; alt Vi' 8-a:.30 



pin; 3 Oet; 52 wks 



3. Station Representation Changes 



STATION 



AFFILIATION 



NEW NATIONAL REPRESENTATIVE 



CKCW, Moneton, .New Itriiiiswiek 

KOAT, Alhnqnerijur. \. >l. 

KRSiN, Los Alamos, >. M. 

KTRC, Santa Fe, N. M. 

WAIT, ChieaKo 

WHOP, llopkinsville, Ky. 

WIN/., .Miami 

W PAI>, Padueah, Ky. 

WS6.N, Henderson, Kv. 



Cite 
UiC 
AltG 
AltC 

Independent 

Cits 

Inilepeiideiit 

CBS 

.MlfS 



Adam J. \ (iiin^ Jr.. 
Adam J. Voiinf; Jr.. 
.4daiii ,1. ^oniif; Jr.. 
.4<laiii ,1. ^oiin:: Jr.. 
Adam J. Voiiii^ Jr.. 
Uoliert Meeker As'-oeiales, \. > , 
Forjoe tS; Co, ."N, 
Rohert Meeker Assoeiale.s, \ 
Robert Meeker .\ssoeiates, iS' \ . 



-N. \ . 



• In next issue: New and Renewed on Networks, New National Spot Radio Business, National 
Broadcast Sales Executive Changes, Sponsor Personnel Changes, New Agency Appointments 









Numbers after names 
refer to category in 
New and Renew: 

Gordon Gates (5) 

C. Corbett (5) 

George Gribbin (5) 

R. S. Jackson (5) 

Parish Jenkins (5) 
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Numbers after names 
refer io category in 
New and Renew: 

N. S. Livingston (5) 

T. Mandelstam (5| 

Arthur Pardoll (5) 

Roger Pryor (5| 

H. M. Wilson (5) 



4. l%eiv and Rettetved Spot Television 

SPONSOR 



AGENCY 



NET OR STATION 



PROGRAM, time, start, duration 



\inrri{~:>n IIoiik' FtttMl'^ 


In.- 


^^ . Kar) ltotli>«rl| 


W NUT, ^ . 


1 -n^'ti 


nrtrtic : S<''> • I 7 wk*; ( ii i 


Vin<*rir:ni IIoiik* Fouds 


1 nc 


Tod Itatrs 


W TAU- I V. Pliila. 


1 -1)1 i II 


aniicmt ; .» Srp : 1 .'^ wks < n ) 


l.(>r<len <!o 




doling «,K ItnliK-ani 


^\\HK. Cl.\p. 


20.SCC 


stn lirrak ; .'i S<*p ; 1 H >* ks ( r ) 


Ito^i-o i Ai 1 lie 




R«l.« rt >\ . Orr 


w <;aij. rv, I'hiia. 


1 -mill 


:iiiiirmt ; II Srp 26 \«ks (ii) 


ltrisl»n-!\!i (Ts i'.o 




Doherty. OlifTord X 


W ■> F>l- rV, Itinn. 




an III- lilt ; 15 A ; 52 u ks I r ) 






SliriiricUl 








Itroun t*C illi.'iiiiMtii 


T... 


Ted ltat<-. 


AM:ns-r^. >. v. 




.-iMiirmt; 27 \ni£; 52 uks iv) 


l);ir<'o dorp 












.T W at<'li Co 




Ituiw 


\\ T<tr. r^ , w ash. 




annrmt: 23 Aii^; 2l> uk^. (ii ) 


Miliikiii <*c r 


o 


^ oun^ Itiihinuii 


\\ MtK, ri. ve. 


1 - in in 


partir; 3 Sep: H> uks (n) 


Diifl'y-Mnit i.ti Inr 




^ oun^ ^ ItnliioiMii 


\\ MIW , V, ash. 


20.S.M' 


*tii hrcak; 7 Sep; .'>2 nks <nl 


<frr;it Vtlaiilu* X Paril'M- 


Paris X Pcnrt 


W nZ. 1^ , Ho.;ton 


1 •niiii 


aiincmt ; 2(I-m*4* stn hr.'ak ; 1(1 Sep 










w ks 


<r) 


1 1 II her H.'ikhi^ 




(Quality Itakor^^ n<" 


W IM /,. rhila. 


1 -111 ill 


parti*'; 1 ■'^'•p 1 26 wks <n) 














Kent iiv 1 iH* 




K utiiraiifl' <K l{y an 


KMJII, lllvHd. 


20-SCC 


•■til hrcak; 1 Sep; .52 wks (r) 


\ . l.al!o>i;ii **C Son lii(* 




Kie>^i-w cttcr As.<fori:ii4*s 


\\ Mt 1, > . ^ . 


1 •mill 


partir; 11 Si-p ; 2(> uk;* ( ii ) 


Mult<\ (to Inr 




Saiinitd Crouls 


w <:AiJ.r^ , rhila. 


1 -ni in 


annrmt; 2t Si'p ; 26 uks ( ii ) 


I'll i ! ip Morris t*C |,o 




Itiow 


W NHk, <;h %r. 


1 •niin 


aiiiu-iiit; 20-srr stn lireak ; 1 "^rp 










wkw 




N;ii ioiial Itri'u in;: i.o 




Om.m <*C Cluipp.ll 


W NHW . W ash. 




stn break: 7 Srp ; 1.5 wks (r) 


Itiislniiirrf l*a|H'r Mi*l>i 


1 Ml* 


Paris ^ Poarl 


^\ \HQ. <:iii. 




■itn hrcak : 11 Si*|>; 1 \»ks (r) 


'^l.-ilil-Mi'><r \uo 




D.rud. Krdli.ld \ 


w rus-i^ . N. ^ . 


H-^vv 


aitnriitt; 7 Sc-p; 1 H vik« ( ii ) 






Johnstone 








rrii'it I'riMlui'ts f.urp 




ltalil\«in, Hourrs aiul 


WTOP-IN, Wash. 


2l>-srr 


annrmt: 2*> Vnt;; 13 uks in} 






Strarlian 








\\ aril Itakiii" To 




J. \^ alti r ThoinpHon 


\\M{<^, riii. 


20-s,r 


at^itrnil; 28 S<>p : 52 wks ir) 



.1. /4(Ii'!erlisi'iii| Agency Personnel Chunges 



NAME 

|t<>;iiiiiiont 



FORMER AFFILIATION 



NEW AFFILIATION 



\. J. Itrrkrr 
Ir.irdofi (Tairs 
( harloltr Corhett 
Hilda Drllart 
Jidin It. Drniiisoit 

!.o^ irk E. Drap.-r 

1 1 OH ar.l Forl>rs 

\\ . It. Forrest 

M;<\id J. <rillrspie Jr. 

Ilarol.l J. <rraiii°rr 

(rrorgi* II. <rril>hin 

Carl il. Ilrrtzlirrs 

H irhnrd S. Jark.si>n 

Villi J aiwiu irz 

Parish Jenk in> 

Nitrnian S. I.i\ iiip:>toii 

IK Itarkrr L«»rki-lt 

I t>iii i.«»s**r 

llii^h I.. Liiras 

I hroilorr IK M aiitl rl si am 

Tli<Miias M. MrDonnrll 
Und yard MrKor 
\rtliiit* S. Panloll 
C.irl M, Post 
Andy J. Potirr 

Ko^rr Pryor 
I ". W"iii'>lo>* St« f son J r 
J . \\". Sw itzrr J r 
Howartr M. AXiUtni 
I'rrd y.vihr 



R I au'^'aii 
ropy rlr 



am snpcr- 
irrl suprr% isor 



iip<*r% isor 
cr iiK^lia 



Foote. (.o...- r.!<!Mi'j:. S. 
% isor 

Footr, t'.oiu* I.K It.ddin';. Ohi., 
Lriiiirii <K M itrlirll. N . \ \ p 
Crrll iS; Prrsl»r<'y. TN. ^ .. iiM*ml>rr iiirdia di-pt 
^ oiiiif; Itnhicain. N. ^ .. timrl>ii\4-r 

Pirt rrsoin-lhiolap, Milw aukre. 
rf 

\H<:.TV. N. ii.rt .xr.- 

W IH'^'. Pittsh.. asst sK dir 
Footr. F<Mir Ittddin;:. <^lii. 
Krnyon Krkliardt. \. ^ . 

drpt 

|{ri><arhi*r. "ft hodi-r \ Staff. S. F.. arri rxrr 
^ onus *S; Ituhiraiii. \. ^ .. % p 

Footr. <*oiir \ Itrldiii';. Clii.. arrt super\ isor 
\\A^'F,-T^'. Loiiis\il)r. '•prr i'\mls dir 
ItHDO, N. ^ .. tiinrlMi>rr 

MrCailii-Erirk son. \. ^ .. arrl s\ <• iironp hra<l 
0|{.T\'. \. y rinniiil pri*<: operations tlir 
\ anSatit^Utl^diil*' Co.. lt:tlto., «-4»p>Hritrr 

^lrC,:inii-Frirk*»ou, N. ^ .. acrt s\r ^ruitp head 
I'ootr. (^oiie X Itrhlin;:. Chi., at-t-t snprr\ isor 
llrtiry J. Katifniaii ^ Assit<-i,itrs. Wash., 
ropyw rit4*r 

Footr. Conr 4^ Itrliliiip. N. ^ .. d !r radio 
M (-Cilnll•F.rirk^o■l, ^. \ yssi to prr-< 
SSi'.lt. N, ^ .. tiinrlin> rr 

I'ootr. (7onr \ Itrhlinu, Chi., arrt sllprr^ isor 
W illiam K^t^. lllvwd.. radi«-tv <lir 



r'ootr. Com* 
I" Oot r. ( 'om* ^ 
I'oot.". Con<* X 
KiKiiirr. N. y 
Mr(!aiiii-Frirks< 



ltrldiii<r. N. ^ 
Itrtdlim. < hi.. 
ItrldiiK:. Chi.. 

rop> i\ic 
111. \ . p<*n 



. dir tv 
a.-rt 4*x«*r 
[iri't sup<*rvisor 



SjMiir, % p 

Saiiir. % p 

ItioH . i\. ^ ., \ p 

SaiiK*. I i iiK'Ini yrr 

C<*ril \ Pr<*sl»r<*y. .\. \ .. liim-hiM rr 
Iror.loii Itest. Clii.. ni«'iiil««>i* rop> staff 

Footr. Coiir <K Itrlilin^, lloiistitii. a.-rl s|ipcr\ isur 
(-raig (diamlM-rs, Pittsh.. radio-1% dir 

Same, \p 

Saim*. assor nirdin <lir 
ItioH. S. F., arrt r\rr 

Sanir. al^o head ru<lio>t% roiiiiiil i)rpt 
Sainr, \ p 

J. M. Mathrs, .N. ^ .. assi dir r:idio't\ 
Hem on «!C It.*^ h*s. N . \ \t inrhiiy rr 
Same. \ p 

Roy S. Dnrstinr. \. V.. \p < cff 17 Srt> * 

Lrwis t't Cilinan. Plltla.. arrl fxer 

Saiiir, \ p 

Sam*', ^p 

Saiiir. rop^ r li irf 

Samr. ilir rnd io*t \ prod 
Samr. \'\* 

Samr. Ini*' ni^r radio-i\ ih-pi. a^>l to ^p 
Samr. vp 

Calkins ^ lloldrii. Cm |ork. MrClintoir ^ Smith, 

lllyu<l., dir ra<Mo-M tlr|it 
Samr. radio-l\ \p 
Samr, \ p 
Samr. \ p 

Krnyon F;rkliiirdl. \. ^ .. ropy ''iip»-r% I'lor 

S.iiiw. % p 



C». i\rii? ^'Ifflioii.s OH Air 

STATION FREQUENCY 



\\ r,(l\\ . Soiilli Si. I'aul 



WATTAGE 

500 



OPENING DATE MANAGEMENT 

1 2 Aiip ( trtit oprral ions > Prinhard Sirinlry 



7. i\'eie Network Attiiitttions 



STATION 

WMllt. Miiiirli<-sl.T, N. II. 
W N A l , Niilclicy., MUs. 
WSCU, SiTiiiit..ii 
\\ l>. Ml. Airy, N. C. 



FORMER AFFILIATION 

,Vltl. 
l.ltS 

I iulc1>4*iul<*llt 

I imI cix'iMlcnt 



NEW AFFILIATION 

MITS AltC 
A lie 

Mt<: I .-fr :to scp) 
A lie 



More Scuttfde^ j^um. 



WHO 




Dear Mr. Shelley : 

1 received a copj' of news mention of 
my husband, Marine Lieutenant Donald 
Honge's survival of his fourth plane 
accident as reported on your 10:15 news 
broadcast on April 6th. 

I'm sure that in instituting this service 
from your station yon fully appreciate 
the great kindness you are performing to 
many war-burdened people. 

In this instance I had three days of 
mental anguish trying to trace a report 
appearing in an Omaha paper on April 
3rd. And to tiiis date I have never had 
any acknowledgment of a wire I sent to 
this paper requesting information. 

There are times when civilian re- 
serves, such as my husband was up to 
August 1, 1950, have occasion to feel 
embittered by the turn of their lives and 
fortunes, but such actions as this from 
your station makes things much easier 
to face knowing that there are persons 
concerned with the welfare of affected 
families. 

Thank you for your kindness, 
Sincerely, 

AIrs. Don Houge 

Aberdeen, S. D. 

Editor's Note: Shortly after the out- 
break of the Korean War, ll'HO began 
making copies of all broadcast news 
items concerning lozva-Plus personnel in 
Korea. IVe mail these copies to the 
Postmaster in the serviceman's home 
toicn 'a'ith the request that they be de- 
livered to his nearest relatives. 



Dear Air. Loyet : 

Please accept the thanks of the Na- 
tional Safety Council for the cooperation 
of your station and Messrs. Kenneth 
Gfeller, Del Donahoo, and Jack Ker- 
rigan in connection with a "Green Cross 
Song Festival" broadcast from your city 
on Aj)ril 21. 

The National Safety Council has long 
since learned that it can depend upon 
WHO for full-hearted public interest 
support of its nation-wide campaign to 
prevent accidents. Your cooperation in 
connection with the Festival series is 
just another example of this continuing 
service to safety. 

Very truly yours, 

Ned H. Deaeborn 

President 

National Safety Council 
Chicago 



Dear Sir : 

I appreciate your 8:00 a.m. Weather 
Report. Believe it is best report on air. 
A real help to fanners. Keep it on the 
air. 

Yours truly, 
John C. Caaeeron 

Wayland, Mo. 



Gentlemen : 

On behalf of the local American Le- 
gion post and all posts in Greene County, 
we wish to extend to all concerned our 
thanks and appreciation for the an- 
nouncing of our meeting postponed. We 
realize how powerful you are and the 
value of time allowed for us. 

We received great results ; only two 
families showed up out of a possible 500. 
Very truly yours, 

Bill Pearce 
County Commander 
United Food Markets 
Jefferson, Iowa 

Dear Mr. Shelley : 

The Overseas Affairs Branch, Depart- 
ment of the Army, is very appreciative 
of the public service time given by your 
station in aiding our recruitment of 
civilians for overseas service. 

Please accept my personal thanks and 
that of the Department for your co- 
operation and assistance. 

Sincerely yours, 

John H. Flatten burg 

Representative 

Overseas Affairs Branch 
Department of the Army 
Civilian Personnel Division 
Chicago 



To the News Staff of Radio WHO : 

Just a few lines of "fan mail" in ap- 
preciation of the way the news men at 
WH() compile and present the news. 
We are a farm family, and having little 
time to read much in the summer 
months, especially, we really enjoy the 
concise accounts of the news, and try to 
hear the 7 :30 a.m. and 12 :30 p.m. 
periods, particularly. 

Somehow, you have a secret for in- 
jecting into the news a li\-e spark that 
makes the news so meaningful and 
easily understood. We have often 
agreed that the same news heard withm 
the hour on other broadcasts (other 
stations) just doesn't sound like the 
same news — and often sounds as if the 
newsmen were bored, or tired of reading. 

On one of Jack Shelley's noon broad- 
casts, he stopped midway to say, "Now, 
Clay Rusk" — Our 3 year old, Glenn, who 
was sitting at the dinner table and who 
has often been cautioned about playing 
too hard and rough, reached over and 
pattetl his mother's shoulder and said, 
"Alom, the man said 'Now, play rough !' " 

Our thanks again. 

Regular listeners, 

IMr. & Mrs. Ralph Sciiultz 

Kiron, Iowa 



ew professional advertising men, we suppose, have 
ever written a personal letter to a radio station. There- 
fore it may be difficult for you to realize why WHO 
gets niailbags of personal letters — to understand the 
feelings of friendship and inter-dependence that exist 
between WHO and its listeners. . . . 

Read these few typical letters, and we believe you'll get 
some new ideas of what WHO means in Iowa Plus — 
what WHO can mean to advertisers, too. . . . 

low6 PLUS + 

Des Moines . . . 50,000 Watts 

Col. B. J. Palmer, President 
P. A. Lojet, Resident Manager 
FKF.P: & PETERS, INC., National Representatives 
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OKLAHOMA'S 

RADIO STATION 




No other station reaches as many Okla- 
homa homes, day and night, as WKY. 

'BMB Study No. 2, Spring, 1949 



IN COVERAGE 

336^280 Daytime Families 

^12 0 Nig lit time Families 




IN AUDIENCE 



Year in and year out, WKY holds top 
spot among Oklahoma City stations. 



WKY Sta.B Sta.C Sta.D Sta.E Sta.F Sta.G 
35.2 20.6 22.3 4.9 5.8 4.4 3.6 



Morning (Man.-Fri.) 
Aflernoon (Mon.-Fri.) 51.0 15.1 7.8 5.4 6.2 
Evening (Sun.-Sal.) 44.9 26.6 15.8 7.9 

Hooper Audience Index, March-April 1951 
•Sign off of tocot sunset 



5.4 



Look how WKY stands 
among all NBC Stations 

April-May Hooper Index. 1051 

MORNING 2nd 
AFTERNOON 1st 
EVENING 1st 



MARKET IN OKLAHOMA 

The 62 Oklahoma Counties in WKY's Daytime BMB Area Contain: 



73% of the state's Population 
71% of the state's Total Retail Sales 
71% of the state's Food Store Sales 
71% of the state's Drug Store Sales 



Servin g~Dlc I a ho ma 
for 3 7 Years 




72% of the state's Automotive Sales 
87% of the state's Gross Farm Income 

'Source: 1951 Sa/es Mana^emenf Estimates 



And Remember^ 

WKY-TV 

is O kla homa's 

^Mi9C^ TELEVISION 
f^K^i STATION 




Positively 



I 




Mere li ami ising is our 
husiiiess ! From I'anda 
Dolls to Farm Machiiier) 
W'lOl scores higli with 
a ()ro\('n buying audience 
in llie lieart of Indiana s 
most prosperous counties. 
Impressive too. is the list 
of national accounts who 
have rej)eatedl\ found 
thai their advertising in- 
vestment with WIOl' 
hrings grealer than aver- 
age returns. 



, ^ CBS 

^ \Ky^ AFFILIATE 

UJIOU 

_ 1000 WATTS - 1350 KC 

^ KOKOMO, INDIANA 

Represented Nationally by ... 

WEED 6^ COMPANY 





Burbftrti CoUyer 

Advertising Manager 
Welch Grape Juice Co., New York 



The old W ekh graj)e juice campaign is ample evidence of radio's 
long range effectiveness. From Octol)er 1933 to iMarch 1942, inter- 
mittently, Welch's sponsored a 15-minute stanza on the Blue network 
starring Irene Rich. The commercial theme: Welch's was the ideal 
weight reducing drink. 

borne nine years later, that idea still lingers. But now \X elch's 
emphasis is on the grape juice's value as an energy drink for chil- 
dren. Putting this message across to counteract the success of the 
old radio campaign is Barbara Collyer's job. Her approach: the ver\ 
careful integration of the commercial with the W^elch air efforts, a 
radio announcement canu)aign in 14 non-television cities and Howdy 
Doody on \I>C-T\ . Fridays. 5:30-5:45 p.m. I']stimated radio and 
r\' budget: $385,000. accounting for W/c of WVIch ad expenditures. 

Miss Colly er, former associate cony chief at Grey Advertising, and 
a prize winning institutional director at Macy's. tells how Welch and 
their agency , Doherty, Clifford & Sheufield, work to smoothly blend 
ihe commercial with the artistic. 

■'In selecting a jingle for use on radio this sunnner, we nuist have 
listened to hundreds before we were satisfied. Even then we wound 
up rewriting the lyrics." 

^ he same painstaking care goes into Welch s 1 \^ \ enture. Hoivdy 
Doody appears on all W elch product labels and point-of-sale displays. 
Connnerciahvise on the show is another pu])pel destined to become 
as famous a l)o\ ine as Borden's Elsie. The ('ow w ith the sales punch 
is Ro\al I'urple Cow a product of Miss ColKer s fertile imagination 
I she <'o-created those crow d-stoj)ping Xmas w indows at Macy s). 

Miss Colly er introduces Royal I'urple Cow: "She was built es- 
pecially for the program. She was born a rich, purple color and 
therefore refused to eat <lover. grass, hay or anything else cows 
normally eat. She like> only grapes and grape juice." 

On TV since last December, Miss Collyer believes the saturation 
ladio cami)aign combined with Hoivdr Doody will eradicate the "too 
successful" Irene l{i<'h program of )ears ago. 

I'lven when relaxing with one of her hobbies, bridge. Miss Colly cm' 
maintains her magic touch; she has won a couple of national bridge 
tournaments. /\s an audience builder for Welch's show, sin; adds: 
"I lia\e two children of 'Dowdy Dood\ age' four and (n'ght." 
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SPONSOR 



MR. SPONSOR: 



WIBK 



L 




IN DETROIT 



4 individual evenings out of 7! 



L 



SUNDAY 


12.1 


4.7 


2.9 


31.2 


5.9 

3^7 


20.0 

'21 .6 


7.6 


10.0 


12.4 


5.3 
1.4 


TUESDAY 


15.1 
9.4 


11.5 


2.3 


30.7 
32.6 


8.3 


15.6 


5.0 


THURSDAY 


7 . 8 




* 
2.5 


20.6 


11.3" 
¥.8 


13.5 


12.8 
14.8" 


1.4 


FRIDAY 


9.1 


5.7 




26.2 


20.5 


18.0 


2.5 



1st on Sunday afternoons with 58.0! 



SUNDAY 
12:00 NOON— 6:00 PM 



17.5 


8.1 


3.1 


58.0 


1.7 


6.7 


14.0 


2.5 


2.8 


3,1 



Sunday thru Saturday evenings 24.1 



Second only to 50,000 watt net with 25.5 



SUN. THRU SAT. EVE 
6:00 PM-10:30 PM 


11.1 


8.4 


1.7 


24.1 


3.3 


25.5 


6.0 


19.3 


8.9 


2.8 



Total Rated Time Periods 22.3 



Exceeded only by 50 kw net! 



TOTAL RATED 
TIME PERIODS 



11.5 


6.1 


2.0 


22.3 


3.3 


31.0 


5.1 


16.5 


11.0 


2.8 



The Detroit radio audience listens to WJBK, and the figures prove it. Phenomenal, 
aren't they! But WJBK does it all the time. More important to you, this tremendous 
audience responds to your WJBK-deiivered commercial for the sales results you want. 

*Radio Hooperatings — June 1951 




WJBK 



-AM 

-FM 

-TV 



DETROIT 



The Station with a Million Friends 

NATIONAL SALES HEADQUARTERS: 4 88 MADISON AVENUE, NEW YORK 11, ELDORADO 5-2455 

Represented Nationally by THE KATZ AGENCY, INC. 
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. . it's 




Every Top CBS Show 
Stimulating Local 
Programs 

Astonishing 59.5% listen- 
ership gain 



I am a belle of Old Mobile 
They say that I 'm old fashioned 
But honey chile 

Jus' take a look 
Then get yore name 

In mah date book 
Ah'm the sellingest thing 

To como yore way 
Ah'm payin' off now 
And every day. 





*$322,949,000.00 
Total Buying Income 
$4,763.00 Average 
buying Income per 
family 

National 
Representative, 

Adam J. Young, Jr. 



F. E. Busby, 
General Manager 




N THE DIA1710 



!\'vw developments on SPONSOR stories 




0mm 



mm 






W, B. Way, KVOO gen. mgr., points up radio set count to Tulsa broadcasters 



Sec: "Radio is getting bigger" 

Issue: 11 August 1950, p. 30 

Sllllject: Hadio iinpaol incre!i>iiig with iiiort! 

radio home* and more indi\idual 
listening 



The Tulsa liroadcaslers Association (KVOO, KTUL, KOME, 
KFMJ, KAKC, KRjNIG) evinced interest in the number of TV set 
families in Tulsa and the Tulsa area. The result of their interest: a 
surve) conducted for them hv Leslie Brooks & Associates. It gives 
both the l?roadcasters Association and broadcast advertisers in the 
aiea a chajice to evaluate radio s punch. 

The Brooks organization made a total of .3,416 interview.^ in Tulsa 
and in 40 lowns in the Tulsa area (an area exclusive of Tulsa roughly 
cxlendiiig for a radius of aboul 00 to "5 miles from the eily). 

The major findings: 

i\ umber of Radio Sel 
Homes 
57.591—9.5.6% 
155,346 



City of Tulsa 
Tulsa area 



-95.6%, 



TV Sets in Homes 

ami Businesses 
12,668^21.01% 
18.114—11.33% 



Total 



212,940 



31.072 



Res<!arehers also found thai families with television sets and radio 
sets .spend almosi equal lime wilh both media; listening to radio 4.3 
hours per day and viewing television l.,5 hours per day. 

Interesting note: the purchase of a television set by a family, on 
the average, has cut down radio listening at first. But later the fam- 
ilv i'Uts out ^oule of its other leisure-time af'tivilies and increases its 



ladio listening. 



Average hours of listening to radio per day by set families: 



Cit\ of Tulsa 
Tulsa area (ex- 
clusive of Tulsa) 



Radio Sel 
Families Only 
5.3 hrs. 
.5.8 hrs. 



Radio Sel Fam- Both Radio Only 
Hies also Own- and TV and Ra- 



in g T\' Sels 
4.28 hrs. 
4.31 brs. 



dio Sel Families 
5.1 hrs. 
5.8 hrs. 
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COST 



WNAX .s NEWSPAPERS 



W]\AX 
(coverage) 
WNAX weekly audience, as measured by 
BMB Study #2: 405,210 families— with 80% 
listening 3-7 times each week. 



NEWSPAPERS 
(eireiilatioii) 

Publishers' figures major dailies published in 
Big Aggie Land 



Paper A. 
B 

" C 
" D 
E 
F 

" G 



83.625* 
52,402 
20.660 
16,342 
10,490 
10.070 
6,120 



405.310 



Total 



19!>,709 



COST PER TIIOUSAI^D 



( 1/2 -hour time charge) 

One Class D half-hour on WNAX carries 
a one-time rate of $84.00 

0.207 

WNAX cost per thousand 

7 major dailies cost per thousand. . 



(full-page black and white) 

The combined page rate for the 7 major 
daily newspapers in Big Aggie Land is 
$2,058 



$io.:to 



$ 0.207 
$10.30 



When you consider the coverage and compare the cost, it's 
easy to see y«u just can't beat WNAX in Big Aggie Land. 
So, when you buy to sell in the world's richest agricultural 
area . . . get the BEST BUY— WNAX! 

See your nearest Katz man today. 

THE MIDWEST ADDRESS OF CBS 

* Morning and Evening combined. 




YANKTON - SIOUX CITY affiliated with the Columbia broadcasting system 
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\] radio will 




Mediiiiii\s basic stroii^'tlis., t^acla of tlic^iii 
niatcliiiig a basic TV ivoakiicss, insure 

coiitiiiiicci values for ativcrtisers 



V few short months ago, maii\ cicl\ eilisers an J bioadca^tei s alike 
were ready to write ofT radio listeners as the next great group of 
vanishing Americans. Hut, as the fall season approaches, thcreV a 
new confidence sweeping advertising and broadcasting circles. Audi- 
ence and trade promotion campaigns are breaking out all over: sta- 
tions are reporting record-breaking national spot business; network 
sales arc picking up. Most important, radio indnstr\ leaders them- 
selves are facing the fall with optimism and a new determination to 
fight for the liealtb of their medium. To find out what inspired this 
optimism and to learn just what radio's future role as a medium will 
be SPONSOK interviewed outstanding radio professionals in ever\ 
category, advertising agency executives, and even such non-radio 
industry opinion-makers as Mrs. Eleanor Roosevelt and several radio- 
TV columnists. In the article on the following pages, you'll find 
their predictions. 



► 



RADIOS ver\ iiutuie. includ- 
iiifi its basic strengths, insure 
that it will survive and re- 
main strong even after \ \ develops to 
full maturity. . . . 

Television's very nature, including 
its basic weaknesses, make this fact 
doubly certain. 

It is these two intertwined and fasci- 
natingl) simple facts which are the ba- 
sis for much of the oi)tiniism about ra- 
dio's future now current in both ad- 
vertising and industry circles. At least 
that's the ])attern of opinion which 
emerges after a scries of bt'ONSOK in- 
terviews with dozens of high-ranking 
and thoughtful executives in ever) 
branch of radio. 

The very simplicity of the facts 
about radio s future has tended to ob- 
scure them, sponsor's editors believe. 
Through fre(|uent lip-service rcj)etition 
in speeches and articles, radio's basic 
attributes its low cost, its infinite flex- 
ibility, its show -production siniplicit\ , 
its universal coverage, the freedom it 
gives listeners to do other things- -have 
taken on a hackneyed connotation. 

Rut sih)i\sor's discussions with in- 
dustry thinkers have suggested a fresh 
way of looking at these qualities of ra- 
dio. Each one of them really repre- 
sents the reverse of a basic telev ision 
weakness. Thus the two media lend 
to notch into one another in a rela- 
tionship which actually assures radio 
its own special role in the future- 
doing what it can do well and what 
television can't do at all. 



I he realization that television does 
have important, basic weaknesses is 
just now be<"oming widespread as the 
medium emerges from its amazingly 
young pubescence into a gargantuan 
adolescence. Foilitne, quick to spot the 
perils of a competitive medium, opined 
recently ("TV's Time of Trouble."" Au- 
gust 1951) that '"The mastodon is in 
the mire. \ow is the time to harness 
him. Hut nothing written in Fortune 
or on these pages should be allowed to 
obscure the fact that there are superla- 
tive entertainment and selling qualities 
as well going lo make up television's 
potential. Still the weaknesses are 
there, helping to in.'^ure radio's con- 
tinued value. 

Dominant among televisions nega- 
tive qualities is its high cost. Said Ray 
Vir Den. jjresident of Lennen Mitch- 
ell: '"W ithout adding a single impres- 
sion, our costs for T^' on one of our 
accounts this fall will go up bV^r while 
radio costs for the same number of 
inqjressions as last >ear will decline 

The real importance for radio of 
television s high costs is that thev im- 
])ose certain limitations on the visual 
medium which AM can use to its own 
advantage. '"Yer) earl) in the medi- 
mn's bistorv, " said a 1\ producer, 
"we have reached a j)oint where we 
cainiot afford to experiment, cannot 
afford to risk failure. It is the \ounger 
medium, television, which nuist depend 
on an oldster's tricks names built in 
other media; material guaranteed to 



aim at the lowest common denomina- 
tor. Meanwhile, old man radio is be- 
ing freed to develop new talent, new 
ideas; television has given radio the 
opportunity for new youth." 

Resides the fact that television s tre- 
mendous costs may be spiralling be- 
yond the realities of sales results, there 
are these weak spots cited by man) stu- 
dents of both media: 

• The trend to filmed programing 
may wash out much of television's 
spontaneity, increasing the extent to 
which it is formal entertainment rath- 
er than a part of home relaxation. 

• Unions guarantee perennial cost 
complications for T^^ The more T^' 
develojjft, the more high-priced special- 
ists it acquires, until in the end there 
may be unionized scent interpreters at 
the control boards when smellevision 
is added to four-dimensional viewing 
and color. 

• Development of many stations in 
each connnunit) may leave the medi- 
um without sufiicient good and chang- 
ing material to program effectively. 

Projected against this picture of tel- 
evision's basic problems, it becomes 
apparent that nuich of what radio is 
doing no^v by way of programing evo- 
lution represents a kind of reverse Eng- 
lish. Where TV is now high priced. 
SPONSOR s informants pointed out, ra- 
dio is cutting down. Where TV is dot- 
ing on the extravaganza, radio is turn- 
ing awa) from fan-built stars to pro- 
grams based on ideas, intrigue, or in- 
formation. Where TV is absorbing the 



These «i*e some of the astute ohservevs of rttt 




LOUIS HAUSMAN, CBS radio administrative 
v.p.: "We are out to make newj about radio; 
not just columns, but page one. We'll get 
people talking about radio. That's why 
we've hired Hollywood exploitation men." 



ELEANOR ROOSEVELT (speaking as a radio/ 
TV personality): "Though radio should take 
advantage of its chance to inform the pub- 
lic, I suggest a caution: People do not 
want to be consciously educated via radio." 



MAURICE MITCHELL, Associated Pro; 
Service v.p.: "Radio can best stay st 
by programing for local audiences. I 
lieve radios will be relegated to Amer 
attics — provided people start living in att 



* 
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Cottiic strip retlcets public atvarcness of a basic /\M strcntfth 



DOTTY DRIPPLE 



By Buford Tune 




slickness ol Hollyuoud \ ia its exjiaiul- 
ing use of filmed fare, radio is empha- 
sizing its own spontaneity. 

What these generahties mean in spe- 
cific programing terms, most of those 
interviewed belie\'e, is that radio will 
continue to jettison its oxjiensive va- 
riet\ programs, for example, e\entual- 
ly lea\'ing this type of enlei'lainmcnt to 
television. At the same time, radio will 
be fiee to attempt formats which were 
never an important part of its pro- 
graming. Throughout the industry- — 
in con\ ersations with figures ranging 
from Louis Hausman. CBS administra- 
tive vice president in charge of sales 
promotion and advertising, to radio/ 



TV performer and opinion-maker Elea- 
nor Roosevelt — SPONSOR found that 
documenttuy-t\ pe fare, for example, is 
expected to become more inij)ortant on 
radio. (Tliough Eleanor l^oosevelt, as 
you might exj)ect, urges that radio go 
in for more serious programing of the 
documenlaiy nature, she warned that 
■'People do not want to be consciously 
e<lurated via radio. Program material 
nuist stick to what interests listeners. 1 
found that out with nn own program 
when broadcasts from Gene\ a. Switzer- 
land, lost half my audiciK-e. I came to 
the conclusion that 1 simi)ly hadn't 
found things over there which inter- 
ested the a\'erage woman.") 



Documentaries will be more inijjor- 
tant on radio of the future because they 
(a) can help attract attention to radio 
by the sometimes sensational nature of 
their material; (1)1 can't be done on 
tele\'ision easily fc) can be done at 
low cost on radio via tape recorders 
and other on-the-spot techniques. 

Music, news, imaginative drama 
the ingredients which Mutuals pro- 
graming \ ice president. William Eine- 
shriber says MBS will feature- -are all 
deemed important in radio's future be- 
cause they, too, not<'h perfectly with 
what TV cannot do as well. 

Already, documentaries arc begin- 
[Please turn to pnge 87) 



life SPONSOR their picture of AM's futnre 




iriends of radio have been doing er: "TV can't compefe economically with ra- "Radio is a terrific buy, best among all 

I'to bury a very live 'corpse.' As a dio. Radio will adjust programing and costs media today. If remains fo be seen whether 

j-ifer I hafe to say if, but I think until it finds its own level. There's no reason TV's sales effectiveness over the long pull 

lie less comedies and more dramas," why radio and TV can't thrive side by side." will justify its present sky high costs." 



How a f oung 

makes friends in 
$ own hauk fard 





Keen Johnson, Reynolds PR chief, is thanked for airing U.of Ky. baslcetbali 



A iieweoiiiCM* to aliiiiiiiiiiiii iiicliistry. K€\viiolcl.s Motsils put r;iclic» to wc»rl^ 
on loe«il levol. iiinkhi^' frioiicls. aittraetiii^' skilled workers 



^re \oii. ii^ a national ad- 
^^^3? ^^^''^Pi': ftK^ed witli a public- 
relations problem? Here's 
the stor\ of how one sponsor — with 
new hraiiches springing up around the 
<()untrv — used radio to make friends 
with the <ommunities in each of its 
new harkyards. 

In April. 1940, with war drums heat- 
ing in the distance. Ive\n(ilds Metals 
CompauN went into the aluminum-pro- 
ducing business. 

It was hardK an easy decision. After 
20 years of careful building, founder 
R. S. Reynolds, Sr.. had put the com- 
pany in first plac e as a fabric ator of 
aluminum foil and powders: made it 



toi)S in high-speed cohn' printing on 
foil. Year!) sales were hitting the 
$20,000,000 mark- -and sprouting at 
a nierr\ pace. 

Reynolds and iiis h'llow board mem- 
bers risked losing all this when the) 
stepped in to primary aluminum pro- 
duction. F(jr the |)rivilege of borrow- 
ing $15,800,000 from the RFC and 
bucking mammoth ALCOA (a near- 
monopoly of 50 years' standing) Rey- 
nolds mortgaged all their plants- -pres- 
ent and to Come. 

Imaginative thinking paid olf, how- 
ex er, and coutimios to spark Reynolds 
Metals. Today its employees number 
25.000; sales' exceed $200,000,000 



yearly. 10 times what the\ were a 
decade ago. Following a tremendous 
war-time expansion. Reynolds kept 
adding capacity. The lease of six go\- 
erumcnt-built plants in 1916 and tlieir 
purchase in 1949 helped lioost produc- 
tion to the point where the company 
now turns out 507,000,000 pounds of 
aluminum pig a \car. That's over 50'^r 
more than the pre-war production of 
the entire industry. 

Now safely established as one of the 
young giants of American industry , 
the Company lias begun to ponder a 
pi ohlem connnon among America's big 
businesses: how to '"comnmnicate" 
with the public to ward off the notion 



REYNOLDS' RADIO SHOWS, HERE BILLBOARDED AT COMPANY MEETING, RECRUIT WORKERS, PROMOTE COMMUNITY RELATIONS 








When U. of Ky. dedicated new stadium, Reynolds broadcast ceremony over local station 




that business in general, and Reynolds 
in particular, is monopolistic or oppres- 
sive; and to store up good will which 
the public can someday express in 
terms of purchase of Re) nolds prod- 
ucts or a willingness to work at one of 
the Reynolds plants. 

Fortune, which re^tently popularized 
the word "conununicate" as a syno- 
nym for efforts of big business to make 
itself understood, has accused most hi- 
dustrialists of ineptitude in comnmni- 
cation. Fortune needled the typical 
■'Fourth of July" approach to the pi ob- 
leni in which a four-color magazine 
page depicting a "typical" American 
town and a homespun caption seek to 
establish the points that fa) this is a 
grand old country: (b) free enterprise 
is a grand old system; (c) Zilch Arma- 
tures is a grand old company that (d) 
can do its job only via grand old free 
enterprise. 

But up-and-coming Reynolds has 
not fallen into the ways of older firms 



Reynolds to spend million on air 
for "Big Show," TV Kate Smith 

• This September Reynolds 
jumps heavily into net radio, 
TV: 6:30-7:00 p.m. on The Big 
S h o w. alternate Wednesdays 
8:00-8:30 p.m. on Kate Smith, 
That's NBC radio and NBC-TV, 
respectively. 

A series of five harness race 
broadcasts over ABC radio net- 
work started 16 August. 



in its efforts to communicate with the 
public— in ])articular the public in the 
neighborhood of its own plants. In- 
stead, it has devised an approach based 
on spot radio program advertising 
which other industrial firms- -medium 
sized and large — would do well to ex- 
amine carefully. 

In brief, the Reynolds strategy is to 
communicate via deeds, not words. 
The deeds are sponsorship of programs 
which have either important public- 
service functions or are of high local 
interest — as in the case of college 
basketball which Reynolds airs in sev- 
eral places. 

Instead of filling color pages with 
the folksy copy whi<;h Fortune believes 
leaves the average man completely un- 
impressed. Reynolds gives the public 
something worthwhile — then adds 
some "sell" for itself in the form of 
connnercials. 

For its public-relations work, the 
firm allots approximately S100,000 
currently, though the total is b) no 
means fixed. Radio is used exclusi\('- 
ly for this effort which is conipletel\ 
separate from the SL.iOO,000 ad bud- 
get for sales of specific products. 

Keen Johnson, vice president in 
charge of public relations and former 
Go\ernor of Kentucky, explains what 
Reynolds is trying to accomplish pub- 
lic relations-wise this wa) : 

1 . Reynolds wants to make friends 
at every level of comnmnity life in the 
cities and states where it operates. 

2. The company wants to tell its 
story to j)resent employees and to those 
who might seek employment with Re\- 
nolds. 

( Plea.$e turn to pugc .S4 ) 




Reynolds, No. 2 aluminum-maker, had vast post-war expansior 




PART ONE 

OF A TWO-PART STORY 



Be careinl 
on the air 



llistorv of radio 

proves solf-ceiisorsliip 
is the sponsor's 

best protection 



Mae West: her risque Mother Eve burlesque made Chase & Sanborn, J. W. Thompson faces red 



Wfii/ the sponsor should self'ccnsor 

Censorship is iiitcgrnl l« tlie central jiiirpose of ereiitiiifr f;oo«l will, 
l)leasaiit associations, pojtiiiar feeliiifrs of gratitude. 

Ill the logic of the niarketjilace aii<l the l)ii>iiicss man's accenting 
of tlie positive, the commercial sitic of American ra<lio favors the 
gav, amnsing. harmless, neutral and avoids the shar]>, acid, liatefni. 

Tvjtically the business man chooses to reflect and echo ])uhlic taste 
as commonly interi)reted. In so choosing he ])hiinly censors the 
ojijiosile values, has no association with ])olitical, artistic or literary 
avant ^tirtlv. 

("I'Msorshij) there is, hut the im])ortant thing is to know the rules 
<ind not ov<'r-ste]) them, Ahove all the hiisiness niau is to he 
warned against intriuling liis own personal and private ])olitical 
•ind s(>eial jtreferences. To do so is to in^itt* connter-altack. 

('ensorshijt i> ne\er a "solved"' i>r(ddem for the husiuess man, hut 
always a live isvnc. Ilis hest jirotection lies in the full knowle»lgc. 
Hence, in the present t<'Xt, and in a seeomi article t»> follow, the 
tangled, tantalizing, very hnmnii and <d'ten whimsical history of 
radio (ami I do i^ion ) censorshij) has heen recounted. You ma_\ 
wish to file this as reference next time yon face a censorshiit i)rol)lem. 



argument 



'ereuiiially the 
about censorship concerns 
the need of it, the amount, method, 
duration, motivation and sincerity of 
it. Heguhited as much by human na- 
ture and the tides of political passion 
as by formal law, censorship is no- 
toriously inconsistent in operation 
from country to country, stale to state, 
time to time. I he very victims of cen- 
sorship will turn around and tlieni- 
selves seek to censor others. 

As a matter of protective foresight 
and everyday insight sponsors ought 
to understand in a general way how 
censorship works, what dangers lurk in 
drastic or im])ulsivc censorship and 
how the tone, color, and grip of cen- 
sorship varies. 

Historically, the United States had 
the odious Alien & Sedition laws even 
in John Adams' day. Lincoln suffered 
grievously from a virulently subver- 
sive ])ro-Southern press in the North. 
In World War I there was straight- 
jacket censorship under imperious 
George (]reel, a man who sneered at 
"the so-called inind of tlie ])ublic." The 
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The hroudvuster's cteod 

Observe the proprieties ami ciixtoiiis 
of cirilized society 

Respect the rights and sensitivities of 
all people 

Honor the sanctity of tnurriane and 
the lioine 

I Protect and uphold the. dignity and 
brotherhood of all mankind 

Enrich the daily life of the people 
through the factual reportinfi and 
analysis of the news, and through 
programs of education, entertain- 
ment and information 

Provide for the fair discussion of 
matters of general public concern; 
engage in works directed toward 
the common good; and volunteer 
aid and comfort in times of stress 
and emergency 



federal government in 1917 seized all 
telephone, telegraph, and wireless fa- 
cilities, ordered all radio amateurs not 
only to stop using their equipment but 
to dismantle and store it for the du- 
ration. In contrast, the censorship 
policies of World War II were much 
more permissive, publishers and 
broadcasters being simply honor- 
pledged to voluntary cooperation. The 
physical properties of communication 
were left wholly in private manage- 
ment hands. 

Betv^ee^ the two wars radio had be- 
come a great new advertising and pro- 
paganda medium unlike anything 
theretofore known. By the time Pearl 
Harbor ended all further debate, radio 
had been a principal forum of the run- 
ning dispute o\ er foreign policy and 
in its way a very real educator of the 
American masses. In purely connner- 
cial terms, advertisers and broadcast- 
ers, both, had learned, ofteii b\ pain 
and einbarrassment, the liiie between 
use and abuse of the mediuin. Radio, 
remember, introduced niaiiy a prob- 
lein in censorship which had no prece- 
dent. 

Immediately prior to radio the ver\ 
term "censorship" tended to suggest a 
purity crusade. H. L. Mencken has 
somewhere said that whenever three 
Americans gathered, two of them at 



once formed a society to reform the 
morals of the third. The sophisticates 
of Europe were vastly entertained in 
1911 when our humorless Society for 
the SupjjreisioTi of \ ice went to court 
seekiiig the banishuTCTit of a tiinorous 
nude paintiiig kiiown as "September 
Morn," copies of which thereupon be- 
came a best seller. A similar attack, 
in 1907, upon "Salome" dancing at 
the Metropolitan Opera had created a 
nation-wide vaudeville rage for hoochie- 
coochie. All the while prudish censor- 
ship of literature was rampant UTitil, 
in the 192()'s. a presiding judge ridi- 
culed an atteinpt to suppress James 
Joyces novel. "Ulysses." His Honor 
opiniTig the book was "more einetic 
than aphrodisiac." 

Loosely grouped, certain supjires- 
sions of truth (perjury, contempt) and 
certain perversions of truth (libel, 
slander, malicious gossi])) are aspet-ts 
of censorship about which public seiiti- 
inent is reasonably clear, as is the law. 
Mischief inust be controlled and pun- 
ished. Incitement to panic, nnre- 
straiiied vulgarity or pornography, 
false rumors circulated by an eTieni). 
racial or religious hatrioteering. false 
cryiiig of fire are almost universally 
recognized as properly suppressed and 
deleted. In short, honest and demon- 
strably needful censorships are com- 
monly accepted. Again, the greater 
urgency of war is respected. Even the 
American Civil Liberties Union, cour- 
ageous defender of traditional con- 
cepts, acknowledges that existence of 
a Communist plot to seize power sanc- 
tions arbitrar) barring from office in 
labor unions of known party-liners. 

Traditionally, Americans have held 
that government best which governed 
least and that society happiest whose 
individuals were most free to differ 
with status quo and convention. Hence, 
with special exceptions for special cir- 
cumstances, attempts to extend censor- 
ship are ordinarily resisted. Again 
and again Americans have fought fact- 
suppression and limitation on free de- 
bate in political parties, legislatures, 
corporations, colleges, military estab- 
lishments and church assemblies. In 
the last few years, a new form of re- 
sistance to censorship of discussion has 
been manifest in niinoritv stockholder 
attacks upon steamroller-minded chair- 
men of annual company meetings. 

Trade historians agree that Amos 
'n Andy in the first flush of their phe- 
nomenal popularity did more than any 
(Please turn to page .So) 




Orson Welles' famous Mars broadcast raised furore 




"D/." John B/inkley pushed quack cp3rafions via radio 




Boake Ca/ter's enemy-making talent embarrassed Phiico 




Fathe/ Coughlln's "social" air ventures wrung outcry 



Banks m do better 
on radio/Tf 



All too frequently, iiiferifn* act personnel, 
windy eopy, stilted shows, and laek of 

''hard selT* roll eash from hank tills 



A wise banker would no 
more think o[ hiring a 
*ee(]y holx) as a hank teller than he 
would of handing out Civil War green- 
hacks to his customers. Yet. curiouslv, 
when it s a matter of appointing an 
advertising manager, a good many 
bankers exercise precisely that lack of 
good judgment. 

Many bank ad managers todav. 
therefore, have a lamentable ignorance 
about their trade. As one account ex- 
ecutive, exjjerienced in handling radio 
and TV advertising for banks, told 
Si'OiNSOR morosely: 

■'Too often, your average bank ad 
manager is apt to be an ex-vice presi- 
dent. <-hosen for his new j)ost because 
he's a back-sla})ping. hail-fellow-well- 
met. He's congenial. Rebmgs to a lot 
of clubs, (jlets around town. So the 
bank manager thinks he's ideally suit- 



ed as an adman. What happens, 
though, is that the guy is a charming 
incompetent. A fellow' with a stilf- 
necked. stuff-shirt attitude al>out bank- 
ing, a snob's concept of the public, and 
a pigmy knowledge of media. In short, 
a blunderer. But because the banker 
himself knows so little about advertis- 
ing, his hireling keeps getting awa) 
with murder." 

Although there arc hundreds of dis- 
tinguished exce})tions, this lack of dis- 
crimination in the .selection of bank 
ad managers is a major reason why 
many banks have fared badly with ra- 
dio advertising. It also accounts for, 
in part, the decrease in the use of the 
air by banks o\er the last sev eral years. 
Here's the current picture of banks on 
the air: 

According to the American Bankers 
Association, the nation's IS. 0(10 banks 
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Source: Survey by Financial Public Relafions 
Association of Chicago: covered 258 banks 
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LEADING BANK RADIO AD 

RIGHT): D.J.'S HERB SHELD( 



in 19.51 will spend an estimated S43,- 
000.000 in advertising. Nobod\ knows 
exactly how much of this will be de- 
voted to radio, but the best available 
sources show that, while American 
banks spent about $6,000,000 for ra- 
dio advertising in 1946. this year it 
will be about S3,500,()()0. 

This continuing slump is borne out 
by surve\s conducted bv the Financial 
Public Relations Association of Chica- 
go. "Railio continues to decline in fa- 
vor as a nn'dlum among reporting 
hanks." it announced after its most 
recent «tud} of 2r>V> sam|)le banks 
throughout the U, S. "In 19.50. the 
use of radio is expected to be only 
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CTURERS TRUST COMPANY 






URERS TRUST IN NEW YORK RADIO SINCE 1947, USES HARD SELL, INFORMAL APPROACH. CURRENT SHOW LINE-UP (FROM LEFT TO 
, WNBC; DUNCAN PIRNIE, ANNOUNCER, WQXR; MORNING MAN JOHN GAMBLING, WOR; NOT SHOWN— MARGARET ARLEN, WCBS 



slightly over one-half what it was in 
194C;' 

Their figures show that, while 60% 
of the banks surveyed in 194C used 
radio advertising, it dipped down to 
56% in 1950. Also, the percentage of 
each bank's total advertising expendi- 
tures devoted to radio has declined 
from 14% in 194C. to 13% in 1947, 
to 11% in 1948. to 8.7 '/f in 1949. to 
7.7%: in 1950. In 1950, radio was 
dwarfed by three other bank media— 
newspapers, which got 30.9"^ < of the 
total appropriations; periodicals, 
: direct mail, 8.5'^c. While ra- 
dio has been tobogganning in popular- 
ity as a bank ad medium. TV has been 
inching for\\ard. Beginning in 1949. 
5% of the banks used TV. and in 
1950, 77( did. Similarl). the ])ercent- 
age of the total bank ad expenditures 
parcelled out to TV has increased from 
.9% in 1949 to 1.3^; in 1950. 

This trend is verified b\ G. Edwin 
Heming. associate manager of the ad- 
vertising department of the American 
Bankers Association. "Our surveys in- 
dicate," he told SPONSOR, "that banks 
over the last five years have been in- 
creasing their use of newspapers, di- 
rect mail and TV, and turning away 
from railio." 

This is not to impl) that radio's 

10 SEPTEMBER 1951 



regression in the eyes of banks is uni- 
versal, nor that it s due to the rise of 
TV. Actually, banks onl) began re- 
garding radio as an important medium 
15 years ago, and at that, were slow to 
begin adopting it for advertising. As 
was pointed out b) SPONSOR (''Banks 
on the air."' C November. 19501, onh 
146 banks were using radio in 1937. 
and by 1949. over 2.000 banks were us- 
ing radio and/or TV. The over-all 
progress in the use of the air medium 
relative to the 1930's still holds; and 
as some banks drop out of broadcast- 
ing, other banks, spending less, are be- 
ginning to use it lor the first time. 
This year, the best informed estimates 
indicate, over 1.500 banks are using 




radio, and over 50 are using 1 \ . 
niostl) on an experimental basis. 

What's responsible for the defection 
of banks from radio? What mistakes 
are they making? And what can be 
done about it? 

As was already pointed out, the root 
of the problem is the haphazard selec- 
tion of bank advertising manager^^. 
And as a result of a survey made b) 
SPONSOR, these are the most common 
blunders made by these untutored ad- 
men, resulting, naturally, in the bank^ 
sh) ing away from radio: 

(1) Erratic advertisiiig. As Gene 
Bridges, ])nl)lic relations and ad\er- 

\ Please turn to page 67) 



Oiiisitinttiufi bittth uti iiKfii 

Raymond K. Meixsell, ad manager for Troy 
Savings Bank, N. Y.: "Since I was for 12 years 
media director for an ad agency, I recognize 
the value of radio advertising for banks. Our 
15-minute news show on WTRY builds pres- 
tige, permits 'hard selling' of bank services, 
gives us immediate listener reaction. Our 
two-week radio offer of a Korea War map 
drew 600 replies. An offer of a 'Bank by 
Mail' booklet draws 100 replies a month. 
When our commercials say specifically a 
safe deposit box can be rented for $5 
plus tax:, we get rush demands for them." 



33 



PART THR 



How to 




EE 



OF A THREE- PART SERIES 



"/f hat's the best way to get 
into the premiiiin act?" is 
the SM question on the minds of many 
ivouUl-be users. The preceding articles 
in this series, showed how sponsors 
profit with preininrns I 13 August) 
and outlined the advantages of pre- 
miums for youngsters (27 August). 
This article covers the hovv-to-rlo-it oj 
premium promotion : exi)Iains the func- 
tions of the advertising agency^s de- 
partments in each step of the opera- 
tion: tells the organizational and oper- 
ational difjerences between large and 
small premium users: reports how re- 
turns are handled. Without pretending 
to he the Alpha and Omega of the sub- 
ject, it is a practical guide for promot- 
ers of self-liquidating premiums. 

To ])lan a prcniiuni ])roniolioii intel- 
ligently, first of all you have to have 
some know ledge of the basic mechanics 
of jircmiiun practice. 1 he framework 
is simple. Kvcry self-licpiidating offer 
goes through three operational stages: 
III selecting llie item; 12 1 promoting 
it: (3) handling the returns. The spon- 
■^or's advertising agency ]jlays a vital 



role in the first two; the third is out 
of its hands. 

Almost all the large advertisers who 
use ])remiums and most of the leading 
agencies maintain well-organized ]3re- 
niium departments. In cases where 
both the client and agency have such 
set-ups, the two staffs coordinate their 
work and pool their findings. Firms 
which do not have these departments 
and whose agencies do not provide the 
ser\ ice usually call in sales-promotion 
consultants tf) formulate merchandise- 
moving campaigns. This is a good ar- 
rangement for small adiertisers whose 
promotional activities do not juslif\ 
the cost of retaining a full-time special- 
ist on the payroll. There's an even 
more economical jirocednre. \ small 
concern may rereive help free of 
charge from a merchandising expert 
re])resenting a premium manufacturer. 
The disadvantage of this method seems 
ob\ ions. \o matter how conscientious 
the representative may l>e. he can't 
serve the best interests of two masters 
simultaneously. ^,'e\'ertheless. many of 
these combinations present well-execut- 
ed ]>romotions that fulfill their objee- 



1. OITer oillv bona fi<lc Icir- 
fsaiiis. 

2. ()IT«'r items a«-<-4-i>lal>l«' lo 
all iiiroiiK* ^r(iii)>s. 

CXTcr self-explanatory prc- 
iitiiinis for adiills. 

1. ISaek llie ofTer witli as 
nviieli a«l\erli-iii;i as [>os-.ihle. 

.>. Use l>roa<le.'i-.| acUertisiiif; 
for niaxiiiiniii resulls. 

f>. Ilnve preiiiiiini a\:i)lal)lo 
ln'fore a«i%erlisiiif;. 

7. Have fa<-illlies to mail pr«-- 
niiiini proiii]>ll,v. 



1. Doii'l exafrf;<''''''f ^allle of 
]>reiiiiiiiii. 

2. Don't profit on preniiiiin. 

3. Don'l expeet every offer 
lo pull seii-ational retnrns. 

4. Don'l liiiv more than nec- 
essary to s<'t loMCsl i>rice. 

.>. Don'l consider preminm a 
cnre-all for sales problems. 

6. Don'l expect premium lo 
t)\ercom«' «li.sa«lv:inlaf;es of 
poor product. 

7. Don'l Itiiy premium Ix-fore 
voii liave a plan for nsiiijj; il. 



li\'es for all parties in\'ohed. 

The premium department has a 
quadruple responsibility: la) judging 
whether a premium offer is the right 
medicine for a specific case. say. of a 
nose-diving sales chart complicated by 
overstocked dealers' shelves: (b) de- 
termining whether the offer should be 
self - liquidating, coupon - redemption, 
factory-packaged, insert, outsert. etc.; 
(c) selecting the best potential premi- 
ums to correct the sales chart's condi- 
tion; (d) helping plan and direct the 
campaign. 

Its members are always on the alert, 
searching for good premiums and for 
ideas which can be developed into good 
j)remiums. This pha.=e of their work 
in\ olves: 

1. Attending premium shows and 
trade gatherings. 

2. Contacting representatives of pre- 
mium manufacturers and suppliers. 

3. Digging through records of past 
offers. 

4. Studying all a\ailable data about 
<urrent offers. 

5. Visiting retail stores wdiere pre- 
mium-type items are displayed. 

6. Listening to suggestions made by 
almost anyone— -from experts to crack- 
pots. 

Among the shows they attend are: 
I'remiiim and Ad\ertising Sjiecialties 
Exj)osition, New York; National Pre- 
mium Buyers Exposition, Chicago; and 
ASNA S|)etdalty '"Fair," Chicago. A 
few of the organizations arc: Premium 
Advertising Association of America, 
Ram.sey, N. .].; Premium Industry 
Club, Chicago: New York Premium 
Club. New ^ork: and Ad\ertising Spe- 
cialty National Association. Washing- 
ton. I). C. 

Some of the most successful ideas 
for box-top promotion came from 
sources other than premium supjiliers. 
Here are three examjiles: 

1. A man saw a little peepbox in a 
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Ilcrc'S llie tceliiiiqiie siieeossfiil sponsors 

use ill selecting' niicl li<iii<lliii$» |iromiiiiiis 




(CHS-TV), and the CBS daytime radio 
serials The Brighter Day, Big Sister 
and The Guiding Light. The products 
were Procter and Gandile's Duz, Ivory, 
and Ivor) Flake.^; the premium was 
six pocket-edition hooks; the offer was 
one uf the most talked about promo- 
tions of this vcar I SPONSOR, 13 August 
1951 ) . 

An old sa) ing, "Get the facts, ' aj)- 
plies to the functions of the agency's 
research department. Lack of informa- 
tion or misinformation suawns mis- 
takes. B) way of illustration, not so 
long ago routine (and unrelated) re- 
search disclosed that a baseball hook, 
which had not been researched care- 



Typical premium offer: Item witS utility value 



store w indow . The man was an ofiicial 
of Ted Bates, Inc.. the agency which 
handled the Colgate-Palniolive-Peet ac- 
count (si'OASOK, 5 Deceudicr 1949). 
An idea was born; the peephox became 
a terrific premium — the toy television 
set sponsored by Colgate toothpaste on 
Howdy-Doody '(NBC-TV). 

2. A man dropped into General 
Mills' olFiees. He talked about a spin- 
thariscope, a device physics classes 
used to demonstrate the disintegration 
of radioactive material. He thought it 
had possibilities as the nucleus of a 
premium. It did: it evolved into Kix's 
Atomic Bomb King, which, publicized 
on The Lone Ranger. Green Hornet 
and Jack Armstrong (A]>C), estab- 
lished the record (over three million) 
for the greatest number of returns ever 
pulled by an offer (sPO\soK, 27 Au- 
gust 1951). 

3. Two men had luixjh together. One 
was premium specialist of an agency; 
the other was a book publisher. Kacli 
talked about his business. Their casual 
conversation led to a phis-value deal 
that was advertised on Right to Happi- 
ness (NBC), the Garry Moore Show 



MerchatttUsitttf tip 

During tha course =o/ a campaign 
niany advertisers get dealer coopera- 
tion in placing p^ii'nt-bf-sale display^ 
involving the product and an illustra- 
tion of the premium* Ihstead of ithe 
illustration, why not use. s sample of 
the item? Let the consumer see the 
premium. It will add the sales value 
of a merchandising display. Let the 
dealer keep the sampl%. It will i.icrease 
his good will, "wthich is one of the ob- 
jectives o'f a premium promotion. 

full), was being promoted as a premi- 
um for children too young to read it. 
Did that offer accomplish anvthing? 

To accomplish one of it-; functional 
f er\ ices, the research department ])lays 
an ini})ortant part in selecting premi- 
ums. Assume that the preminni depart- 
ment, searchnig for the sirongetit stim- 
ulant lo perk up the ailing sales chart, 
finds eight desirable candidates. Each 
of them has its own distinctive merit; 
all seem ecpially suited or almost equal- 



ly suited to fill the bill. The advertis- 
er wants to i)roniole jnst one offer at 
this particular lime. Wliich should it 
he? Which will do the best job? This 
isn't a matter for a lieads-or-tails deci- 
sion. Experienced j)reuiium executives 
like to suj)])lemcnt their judgment with 
the opinions of the ultimate authorities 
on the subject the consumers. Hut 
the expense of <-onsumcr tests for the 
entire group makes that imi)ractical. 
So the researchers- -exjierts in dealing 
with tests and findings — take over and 
do their stufi". 

This is the w'a\ the fact finders han- 
dle the situation. Instead of shooting 
the works in one Iiit-or-miss operation 
to determine the best premium, they 
start at the bottom and work upward 
in logical sequences. B\ means of a 
series of screenings, they eliminate the 
weakest articles. The eliminating ])roc- 
ess goes on until the only sur\ ivors are 
the three most-promising premiums. 

As a general rule, a representative 
cross-section of the agency's personnel 
plus key members of the rlepartments 
involved in promoting the offer sit in 
judgment at the screenings. Their eval- 

{ Please turn to page f'S) 




An outside outfit usually handles mail returns 
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dead ahead, sir!" 



Y<»ii*ll lie hearing' more anil more phrases like tills on 

radio. TV as trend to scieiiee fiction aeeelerates 




"i^- Not since miniature golf 
L I and Bingo ha< there been 
sneli a hot trend in American enter- 
tainment. It.s name: Science Fiction. 

With jet-propelled »peed. ?torics and 
firamas based on nianV innate desire 
to cxjdore the nnknown ba\e become 
ail integral part of radio and tele\ i- 
sion. motion pi( tiires. the stage, mag- 
azine^ and book pnldisliing. 

Once the province and the culti>t 
delight of a few thousand fans, science 
fiction or STF as it i> known to the 
real insiders- -has Ix'comc popular es- 
capist entertainment for millions. 




Beri Lahr burlesques science fiction in Broadway revue 



si'<»>sOi! has noted, with increasing 
interest, this ri>ing trend. New STF 
shows for adults are burgeoning on ra- 
dio and TV, and many an established 
adult show is beginning to add a 
strong da>h of imaginative or scientific 
fiction elements to its scripts. Mari) a 
)oungster. iiewly-togged in a dazzling 
arra\ of space gear, is hailing mojjpet 
pals with expressions like "'I'm rocket- 
ing on all tubes'" ll feel good) or "By 
the moons of Jupiter!" ( (^^ee whiz!). 
Advertisers of all t}pes have eyed, with 
growing interest and/or alarm, the 
public's growing appetite for STF in 
all its forms, and have wondered 
whether it can be translated into sales. 

It can. SPONSOR learned that the 
Kellogg Company, an old hand with an 
STF show (Kellogg was the original 
sponsor of the old radio version of 
Buck Rog<'is on CBS in 1932-19;«), 
has figure^ to j)ro\e it. The giant ce- 
real firm — generalh acknowledged as 
the bea\ie-t radio-TV spender aiul bell- 
wether anH)ng breakfast biod compa- 
nies lia* been getting e\e-opening 
sale» results from its Tom Coibell. 
Space Cailel. Carrying the banner of 
Kellogg's Corn Flakes and Pep. it is 
aired with good ratings \lon(la\- 
\\'ednesda\ -Frida\ on ABC-TV. Sales 
in areas where the video space-ach (mi- 
ture series is seen ba\'e been rimniii<; 
from lO'v to l(K)0;-plus n\cY non-T\ 
areas. Premium campaigns and nier- 
chandisin" gimmieks have been star- 



jy any 



tlingh successful as ^vell. 

Radio and T\ are not, 
means, having to carr\ the double bur- 
deii of creating and satisfying the de- 
mands of the V S. public, both juve- 
nile and adult, for STF ad\enture«. 
Some of this is being done by other 
media to the advantage of STF sponsors. 

HolKwood. acutely sensitive to an\ 
trend in public taste since TV began 
to cut box-office receipts some .S0-40'^(' 
ill video areas, has hopped on the 
atomic-powered bandwagon with sev- 
eral STF-t\pe films. 

George PaFs Destinalinn Moon and 



These 




Futuristic party launched "Tales of Tomorrow' 
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SPONSOR 



Robert Lippeit"s competitive quickie. 
Rocketship A'-M, literall\ cleaned up 
last year at the box office, and were 
among the top grossers. This year, the 
rush is on. Soon, Paramount will be 
releasing Pal s latest, a Techuicolored 
spectacle called When Worlds Collide, 
which will probably make De Mi lie 
look conser\'ative. RKO, whose How- 
ard Hawk production of The Thins; 
earlier this )ear won critical acclaim 
and broke records at the ticket win- 
dows, will soon take the wraps off 
3,000 A.D. Twentieth Century-Fox. 
notable trail-blazer w ith films that ha\ e 
a strong adult appeal, is planning to 
release The Day the Earth Stood Still, 
an STF story that is actually a plea 
for world peace. 

Other producers are getting into the 
interplanetary act as fast as their w rit- 
ers can pound a typewriter. The cycle 
of pictures-beget-interest-beget-pictures 
is on. and 40,000.000 Americans still 
go to the nation's thousands of film 
houses. Motion pictures alone are cre- 
ating hordes of new STF fans. 

Publishers, from the producers of 
slicks like the Satevepost and Colliers 
to the pulp and comic-book "chain" 
houses, are finding that STF is a real 
shot-in-the-arm to readership. Sparked 
by the success of such STF magazines 
as Street & Smith's Astounding Science 
Fiction (which has had a 150' 4 circu- 
lation increase in the last decade when 
S&S has been kilhng off some of it? 
most famous pulp magazines to cut 
costs) the rush to print STF is on. 
New magazines devoted to STF. plus 
a spate of comic books which substi- 





'I, ■ 



Radio's "2,000-Plus" (MBS) stimulates adult fancies 



But "Superman" on AM lacked appeal for kid fans 



tute spacemen for cowbo\s and Mar- 
tians for Indians, are decorating news- 
stands with sexy-looking covers. Ever 
since Robert Heinlein cracked the Sat- 
evepost in 1947 with a beautifully-sim- 
ple futuristic folk story, The Green 
Hills of Earth, leading magazine,^ ha\ e 
been giving space to STF. As written, 
the STF available at newsstands and 
bookstores ranges all the wa\ in apjjeal 
from the thought-provoking pages of 
George Orwell's fantasv 1984 to the 
derring-do of Flash Gordon. 

As a crowning accolade of recogni- 
tion as a public trend, STF has e\ en 
become an object of social criticism. 
Many educators and editor* are writ- 
ing about it. some with mild alarm. 
Broadway audiences nightly howl up- 
roariously at an STF-spoofing sketch 
in Two on the Aisle. In it, Bert Lahr, 
as "Captain Universe," is the not-too- 
reluctant object of seductive come-ons 
by a well-stacked Queen of Venus. 



while his celibate Space BrigacV*meii 
gaze in horror. E\ en the Kremlin has 
taken note of STF. In a Russian lit- 
erary magazine, the American craze 
for science fiction was lambasted re- 
cently as "the symbol of contemporar\ 
imperialism. " 

Science fiction, without any doubt, 
has arri\ed . . . and is booming. 

Just exacth what it is. on the other 
hand, is a murk\ definition in many a 
radio and T\ advertiser's mind. Is it 
Back Rogers? Is it Frankenstein and 
the science-horror stories? Is it die 
social problem yarns of I?a\ Bradbur\ 
and the STF political theorems of a\. 
E. \ an Vogt ? 

It is all of these things, and more. 
Roughly speaking, the area of STF 
picks up where the world of absolute 
reality lea\es off. It is a realm of fan- 
tasy, based on projections of known 
facts and theories. It can be laid in an 
imaginarN scene ten \ ears from now . 



the science fiction treml on television 




I STF show is DuMont's "Captain Video" "Lights Out" (NBC-TV) is typical adult show using STF fare Kellogg "Space Cadet" mixes adventure, moral lessons 
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SCIENCE FICTION ON THE AIR 



Itatlia shows tlvvatvU vxelttsivelif to 
Scivttce Fiction 



SHOW 

SPACE 
PATROL 



DIMEN- 
SION X 



NET 

ABC 



NBC 



SPONSOR 

Ralston 



None 



DESCRIPTION 



Juvenile-a ppeal 
"Buck Rogers" 
Interplanetary 
tures of futuristic police 
force. 



show of 
nature, 
ad ven- 



Adult-appeal STF show. 
Often uses adaptations 
of stories fronn "As- 
tounding" nnagazines; 
has pronnotional tie-up 
with it. 

Adult-appeal STF show, 
with more emphasis on 
action than "Dimension 
X." Uses largely origi- 
nal stories. 



II. Itorfio shows tfith ocfosioiici/ Svionvi' 
Fiction slitttt 



2,000-PLUS MBS 



None 



ARMSTRONG ABC 
OF THE S.B.I. 



MYSTERIOUS MBS 
TRAVELER 



General Routine action - crime 
Mills melodrama with juvenile 

appeal. Uses fancy sci- 
entific methods to track 
down lawbreakers. Not 
strictly STF, but borders 
closely on it. 

None Occasionally uses an 

outright STF story, 
along the lines of "Di- 
mension X." Otherwise, 
is psychological mys- 
tery. 

None Has used a few stories 

with STF and supernat- 
ural overtones. Other- 
wise, is like "Whistler" 
or "Suspense." 

None Occasionally uses adap- 

tations of mildly-STF 
stories with high adven- 
ture slant. Primarily 
escapist entertainment. 



III. TV .v/ioif*.v </fro<C'</ vxvlttsivvln io 
Svii'ttw Fit'lioii 



MURDER BY 
EXPERTS 



ESCAPE 



MBS 



CBS 



TOM COR- 
BETT, SPACE 
CADET 

SPACE 
PATROL 



CAPTAIN 
VIDEO 



ABC-TV 
& 

NBC-TV 



Kellogg 



ABC-TV Ralston 



DuMont 



TALES OF ABC-TV 
TOMORROW 



BUCK ROG- 
ERS; FLASH 
GORDON 
(FILM) 



DuMont 



General 
Foods 
(Post 
Cereals) 



Jacques 
Kreisler 



Participat- 
ing 



Bloodless action stories 
with high moral pur- 
pose. Juvenile, some 
adult appeal. 

TV version of radio se- 
ries. Very like "Space 
Cadet." 

Blend of old westerns 
and space adventures 
with juvenile slant. Eas- 
ing Into educational 
slant. 

Adult STF stories, with 
emphasis on suspense 
rather than gadgets. 

Old Hollywood action 
serials edited-down for 
TV use by Flamingo 
Films. 



IV. TV shows ii.viiij/ o(*(*u.vioiiii/ Svii'uvt' 
Fu*<ioii siorii's 



LIGHTS 
OUT 



FIRESIDE 
THEATER 



NBC-TV 



Admiral 
Corp. 



NBC-TV P&G 



Uses STF-type stories 
with emphasis on melo- 
drama and suspense 
about 25% of time. Is 
increasing its use of 
STF material. 

Now beginning to use 
a few films with a fu- 
turistic or STF twist. 



a liundred )ears, or a million. It can 
take place right now (example: The 
Thing ill movies, or Martian Eyes on 
NBC-TV's Lights Out) with an STF 
character involved in normal surround- 
ings. Science, time travel, space travel, 
planets colliding or at war, visitors to 
Earth from space, effects of atomic 
energy on civilization — these are com- 
mon hasie "ginnnicks" of STF. 

Not as easily explained is the cur- 
rent jjuhlic appetite for STF. Accord- 
ing to psychologists, it is prohably 
caused by a whole variety of motiva- 
tions. For one, STF is wonderful es- 
capist entertainment for a nation be- 
deviled by war threats and the high 
cost of living. For another, recent sci- 
entific developments in the field of 
atomic physics, radar, rockets, guided 
missiles, jet jjrojjulsion et ah, ha\e gen- 
erated a tremendous public interest in 
science. (Incidentally, STF fans proud- 
1) point out that all of these were fore- 
shadowed by futuristic stones in pulp 
magazines all through the 1930's and 
194(rs.) Whatever the reason, the 
public is far more receptive toward 
STF than it was a few years ago. 

rhis new public acceptance is re- 
flected in STF trends through the years 
in broadcast advertising. There have 
been STI' shows on and off the air 
regularly since 1932. One, Buck Rog- 
ers, has been on for no less than three 
different breakfast-food sponsors. Kel- 
logg sponsored it successfully in 1932 
and 1933. R. B. Davis Co. (Cocomalt) 
aired it at its pe-ak of radio success 
from 1933 to 1935 on CBS. Cream of 
Wheat had it, in its declining pre-war 
years (it was getting in a rut. despite 



Space Academy 




Cdis IS to rcrtifj" tijal: 




CatPH 

18 tiirollti m tbt torn CotWtl Unit o{ tbs fejwtt 
ataiitmp: bas siBiitii tl)t (Unibcrsal S>p,ite JJltist 
ani >i tntitltlj to all tilt tigtllS an!) ptibiltsts of a 
fepact Caiet. ^ 

*isnelj III tl)t pear 2350 3.33. 

"Space Cadet" scroll makes kids part of show 

early sales and premium success) from 
1935 to 1936. A later attempt to re- 
vive the juvenile air strip for General 
Foods' Post Cereals line on MBS in 
1946-17, and a TV revival by Peter 
Paul on ABC-TV a couple of seasons 
ago were not successful. Buck Rogers, 
even at its peak, was a limited success. 
Its appeal was not wide, its audience 
not as responsive as that of the STF 
shows of today, although the show sold 
fairly well for its sponsors. 

There were other old STF shows, 
too. Campana sponsored Fu Manchu 
(TV rights for which were acquired 
not long ago by Lights Out TV pro- 
ducer Herb Swope) back in '32. often 
using a pseudo-science twist to the sto- 
ries. Adult radio listeners will remem- 
ber such Frankenstein-type chillers as 
The IF itch's Tale in the 1930's. For 
youngsters, there were such out-and- 
out STF airshows as Flasli Cordon. 
and Libby. McNeill & Libby's prehis- 
toric Og, Son of Fire. Later on. there 
were such semi-STF shows as Kellogg's 
Superman and Wander's Captain Mid- 
night in the wartime and post-war 
{Please turn to page 74) 




"Dimension X" stunt had men from Mars walking streets, caused no Orson Welles panics 





Complexity, vast amount of technical details make TV film commercials a headache for admen 



ART TWO 



A TWO-PART STORY 



Film coniiiieraal 
(irodudioii tp 



Uniiiforiiiecl acliiieii drive movie niaker.s iiiacl. 

Traiij-ifiliu seminars fjave a$»'eiicymeii briefing' 





Veteran of a decade 
of film production 
and direction, Marvin 
Rothenberg of Trans- 
film is also a veteran 
of the famous SHAEf- 
Film Unit in V^V^ || 



Many of Joe Dun- 
ford's ideas in sched- 
uling and budgeting 
TV fil m commercials 
have been adopted by 
other film concerns in 
the TV film industry 



Robert Klaeger, head 
of the Transfilm Mo- 
tion Picture Depart- 
ment, has over 600 TV 
film commercials to 
his credit. His realm: 
1,001 Intricate details 



■pi%A Do film producers regard 
n you as a pestiferous client? 

hi the article below, you'll 
find anecdotes and discussion about 
agencynien whose lack of Icnouledge 
about nlovie making lias helped drive 
producers to the mad house. Con- 
densed from a series of lectures given 
by executives of Transfilm, Inc., the 
article's purpose is to help prevent mis- 
understandings hetiveeii agencvmen 
and producers which so often add to 
the difficulties of filming commercials 
efficiently. 

Ill Part I of this tivo-part series (13 
August). t^i'ONSOK reported on three 
Transfilm lectures, covering Commer- 
cial Writing, Art Direction, and Ani- 
mation. The concluding three reports 
below cover Film Directing, Cost Con- 
trol, and Film Production Detail. 

* * * 

IV Headaches of a TV film director 

( Led II ri II li: Mr. Miiri iii Hiithriibern) 

Like the skipper on a sliip, the TV 
film director has the uhimate responsi- 
hiUty on the film set. He is in charge 
of everything in sight. The one thing 
he can t control is the film knowledge 
of the agencynien who work with him. 

"The big bottleneck today," says 
Mar\in Rothenberg, 'Ms the fact that 
most agency people who are responsi- 
ble for the original birth of the TV 
connnercial are not film people.' 

T(» work successful!) with producers, 
agencies should work out all details in 
ad\'ance, Rothenberg stresses. Though 
film producers try hard to get every- 
thing clearly understood before tlie 
film cameras roll, misunderstandings 
will inevitably creep in — if the agency, 
has not done a thorough briefing job. 
Rothenberg told SPONsOK of one case. 

"We were doing an expensive film 
connnercial for one of the leading soap 
companies. \N'e double-checked with 
the agency and the client. Ever\ thing 
looked O.K. Then the ageiic} seirt o\ er , 
a carton of soap (lake>, and we took 
out a box and set it uji for shooting, 

'■Right in the middle of a "take' an 
agencyman we alwa\s try to insist 
that one be present as a technical ad- 
visor on product usage- -suddeidy 
leajjcd to his feel. '.My Cod!" he jelled, 
'you're using the family size box. and 
we meant the economy size.' Well, we 
had to stop, and go hunting for the 
right-sized box. Not a single distribu- 
tor in New York had that size in stock 
that week. It cost a lot in overtime. 
(Please turn to page 79) 
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Herndon, Mr. Molina 




^^^H say i> 

Press, 
I and u 

L- 



Says Mr. Herndon: "Many of our biggest 
national and regional accounts tell us by 
repeated contract renewals that they have 
confidence in AP's ability to build a loyal 
audience of people who BUY. And satisfied 
isteners tell us that when KTRH newsmen 
say 'News brought to you by The Associated 
Press,' they are getting complete, authentic 
and unbiased reporting." 



demand AP NEWS 



■ 1^ 

'I 

llundr^d^ Qi the Country's finest stations announce, with pride "THIS STAT I OH IS A M£ii 



Associated Press . . . constantly on the job with 

• a news report of 1,000,000 words every 24 
hours! 

• leased news wires of 350,000 miles in the U.S. 
alone! 

• exclusive state-by-state news circuits! 

• 100 news bureaus in the U.S.! 

• offices throughout the world! 

• staff of 7,200 augmented by member stations 
and newspapers . . . more than 100,000 men 
and women contributing daily! 



When it comes to audience-impression, 
you can depend on AP news. AP news rivets 
attention . . . gains maximum listenership 
through competent, swift news coverage. 
When sales messages are linked with AP 
news, they return the advertising dollar- 
investment many times over. 

If you are a sponsor or ad agency not 
yet profiting through AP news, contact your 
nearest station or network representative. 

If you are a station not yet benefiting 
from AP's share-of-cost plan . . . WRITE 
AT ONCE FOR DETAILS. 



R i D I 0 0 i V f S I 0 N 

THE ASSOCIATED PRESS 

50 Rockeffilfer Plaza, New York 20, N. Y. 



ALTO lfEPAIll§ 



SI'ONSOR: Phillips l)istril)Ulors 



AGENCY: Direct 



( VP^LLi: r\SE HISTORY: Phillips Distributors of 
\asnviUe iiuuie one. aiiiioiiiicetuent on Western Conal, a 
]loii(lay to Friday afternoon participation show. The 
one-time 11 offer: plastic puppets of Boh Hope, lloivdy 
l)oo(h and other radio 'Tl personalities for $1 each. 
The returns uere immediate. From this single S25 an- 
nouncement, Phillips grossed S2, KK) /'/( sales or a return 
of $96 for ever) dollar spent on Tl' advertising. 



\\>\\.T\\ Xa-hville 



I'HOGRAM: Western Corral 




( I A It i:t r I : u <; 1 1 t i: it s 



SPONSOR: Johnny & .Mack AGENCY: Direct 

CAPSIU.E CASE HISTORY: Every August, Johnny & 
Mack conduct a month-long anniversary sale; offer cus-i 
tomers special prices on paint jobs, body repairs, seat 
covers. For the first time, TV film shows were added to 
the campaign at an approximate $715 weekly cost. Past 
newspaper advertising brought volume sales within two 
weeks. This year, with Tl' added, firm says, ''Opening 
week was gratifying: we're a week ahead in sales volume." 



WTVJ, .Miami 



PROGRAM: Cisco Kid; Feature Film 



Kl!;Vl.llAGE!i^ 



SPONSOR: Xehi Corp. AGENCY: BBDO 

CAPSI LE CASE HISTORY: The Nehi Corporation, in 
order to increase sales and consumption of Par-T-Pak 
beverages, offered a free recipe booklet and a bottle of 
soda. The offer was made twice on Movietown H. S. V. P., 
a charade quiz with guest movie stars. Offered only twice, 
Xehi received close to 11.000 requests. The company adds 
that Par-T-Pak sales have increased appreciably since 
sponsorship of the show. Cost: under $1,000 weekly. 

KTLA, Los Angeles PROGRAM: Movietown R. S. V. P. 




SI>()NS()R: Grii'srdicci^ Western Brewery AGENCY: Maxon 

CAPSULE CASE HISTORY: The problem: to make late- 
night 1 1 viewers con.scious of the Stag beer brand. The 
solution: a single announcement on Griesedieek's Molioti 
I'ictuie Classif sliow. Program cost: S37S. At 10 ////'/;- 
utes pa.st midnight the sponsor offered a little pocket 
lighter to all who would send in a post card. In three 
days, over 1.900 viewers wrote in, and within 10 days, 
over 3,000 vieiiers had responded from Oklahoma, Kan- 
sas, and Texas. 

VVKY-T\, ()i<lalu)ina City PI{OGRAM: Motion I'ictiire Classic 



SPONSOR: Coneslofja Memorial Park AGENCY: Direct 

CAPSULE CASE HISTORY: Conestoga features a Sun- 
d(iy afternoon program made up of films of historical 
places III the county. Since it's a very delicate subject, 
the commercials are designed to interest people, in a 
subtle way, m burial plots. After 13 weeks on the air 
the company reported that sales of burial plots had in- 
creased tremendously people having been made aware 
oj the importfuiee af family preparedness. Cost: $1.50. 

VK;AL-TV, Lancaster PROGRAM; Films of historical spots 



S1>0NS0R: Cowan & Whitinore AGENCY: Direct 

CAPSULE CASE HISTORY: Five-minute announcements 
on a run-of the-stalion basis featured several low-cost 
household items. In the first week, more than 7,000 or 
ders swamped the mail order house handling the account. 
Later, the items were presented on Xite Owl ^lovie, a late 
evening feature film presentation. Within tivo months 
more than 55,000 orders poured in for an overall sales 
gross of more than $60.n()0. Sponsor says cosl-per-in 
qiiiry was very low. 



W HKH, Chicago 



PROGRAM: Announcements; 

Nifiht Owl Movie 



WILlTIIKIl (iiaiit:*^ 



SPONSOR: Consoliflale.l Edison Co. of N. Y'. AGENCY: BBUO 

CAPSULE CASE HISTORY: Tex Antoine conducts 
Monday to Friday program, W^ealher by Wethbee, ivhich 
features official weather news and reports. Program ere 
ated treinendoiw; interest amongst child viewers who re- 
quested: "Tell us more about the weather." Thus, since 
last fall, Edison offered a weather chart with some 100,OOC 
requests coming in since that time. A new weather char, 
offer is planned this fall. Show cost: S625. 



NX NBT, New York 



PROGRAM: Weather hv Wethl.e< 



i 




about Peter Platypus . . . 



With this and many other 
fascinating stories of 
childhood, Mrs. Pau 
Bowermaster of the Lan- 
caster Free Public Library thrills thousands 
of children Thursday afternoons at 5:15. 
During this show, the library-book stories 
are enlivened by slides of illustrations taken 
from the books. Frequently, too. Librarian 
Ernest Doershuch appears on the show to 
explain to children and adults how the 
Public Library can be used and enjoyed. 
The mail pull has been gratifying. In ad- 



dition, another result has been the greatly 
increased attendance at the Library story- 
telling hour every Saturday morning, since 
the inception of the program. 
With this, and other community service 
programs, WGAL-TV strives to broaden, 
enrich and enliven the daily lives of the 
people who live in<the communities it serves. 

W G A L T V 

LANCASTER, PENNA. 

A STEINMAN STATION • Cloir R. McCollough, Pres, 



NBC 

TV Affiliate 
V / 



Represented by 

ROBERT MEEKER ASSOCIATES 



Cliica«o . Sail Fraiioisco • New York • Los Aiipclcs 
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Who is to Miune for stereotyped proyriuning in 
rttdio cfiid TV? 



Ben Mines 



Vice President 

Alfred D. McKeIvy Co. 

New York 



The 

piekod panel 
answers 
Mr. nines 




Mr. Goodman 

tiling? Can we bl 
recommendiii'j: a sure sh 



Who is to blame? 
Perbaps blame is 
not tbe right 
\v<jrfl. It's safe 
to follow a suc- 
cessful format 
one tliat has been 
tested and pro\ ed. 
Can we blame 
the sponsor for 
|)iitting bis mon- 
e) on a sure 
amc tl 



lie agenc\ for 
not? 

l>x|)erieii<-e shows that certain 
"t)pcs" of jJiograiiis are suc<-essful. 
Fhat to deviate from these proven for- 
mats is a gandjlo. ''So,' savs tbe spon- 
sor and the advertising agenc\. "wb) 
gaud)le?" 

Even horse ra<'ing experts stick to 
favorites. Wc kn<(\N that soap operas 
>old soa|j; that boss oprys sold bread, 
cereals. cand> or "what have you" to 
kids. Good private e) e shows with a 
female assistant to add sex appeal have 
been ''safe shots'" foi )ears. N'^ariet) 
shows arc prcit) much tbe same — a 
clever MC and the same ligniarole — 
some good w ritei and there \ ou have 
it. \cw ideas like Injonnation Please 

one of the first panel shows ran for 
fi\e months sustaining before a spon- 
sor < ()nld be found. Studio One bad 
n(( f in< h in tbe beginning. 

\ndience is what the sponsor bu\s 

so his thoughts are directed to the 
listener. Tbe sponsor buys to satisf) 
the <-onsumer who indicates his likes 
and dislikes thrtjugh ratings. 



I hen. of course, much depends on ll 



tiie budget. If the amount to be ex- 
pended is low the agency looks over 
quiz shows, audience j^^^rticipations, 
prize shows, etc. 

Viliat does he come up with? A 
"take off" of Slop the Music; Slop ihe 
Clock: Break llie Bank, hut every one 
of similar format with a different twist. 

Panel programs are in the same class 
-it s this panel or that panel — but the 
formats are alike. An idea added here, 
an addition added there. After all is 
said and done, it's the listener who 
pla)s the tune and the sponsor who 
dances, ft all reverts to the one angle. 
The sponsors and agencies play the fa- 
vorites. 

What would you do? 
Harry S. Goodman 
PresidenI 

Harry S. Goodman Produclions 
Aoc York 



Like a child, 
handed from 
home to home 
among relatives, 
the growth of ra- 
di<( has been in- 
fluenced by its 
own environment 
and circa m- 
stances. In the 
development o f 
stereotyped pro- 
graming there were man) masters and. 
therefore, "as the twig is bent". . . . 

The advertiser, the agenc\, the net- 
work and the station forgiveahl\ not 
conrerned with over-all radio, designed 
programs to sell merchandise and pull 
audience. When a program was con- 
ceived, it had to he sold. And since 
tbe |)rogram idea was an intangible, 
le least line of resistance was a sales 




Mr. Coffey 



treatment that ma) have gone some- 
thing like this: 

"ft has all the power of Blank pro- 
gram, with a 16.6 rating . . . but ihis 
program has a new twist. . . ." 

Well, it wasn't long until the "twists ' 
became stereotyped and the new gim- 
micks on the twists became stereotyped. 
So in the department of proven for- 
mats, the "blame'' category might in- 
clude nearly everybody in the business. 
After all, to grow, radio had to become 
an industry that made money, pro- 
duced results. And the lack of a strong 
industry groujJ in the early years of 
radio did not help matters. 

As one result of the proven format 
phase, we arrived at block programing 
and successfully swung audience from 
program to program, purposely built 
along the same lines . . . there devel- 
oped the "inherit the audience and hold 
it" technique. Chalk up another round 
for stereotyping. 

There have been some really worth- 
while "workshop" projects carried out 
by the networks and certainly many of 
the healthy influences in programing 
have come from the station and net- 
work. This is as it should be since 
their product is the program, while the 
advertiser and agency are primarily en- 
gaged in selling other goods. 

television is falling nito many of 
the bad habits of radio. However, 
there is more hope for originality in 
this medium since we certainly have 
more over-all thinking in the industry 
as a whole during this, the formative 
period of television's growth. 
Jack Cokfey 
Direclor of Radio-TT 
'QualilY Bakers oj America 

Cooperalive, Inc. 
Xetv York 
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Mr. Bond 



There is no sin- 
g I e individual, 
group, station or 
network upon 
whom we can j)in 
t h e blame ( if 
hiame there he). 
Rather, it is in- 
herent in the 
commercial n a - 
ture of radio and 



TV as it exists today in the U. S. 

A station or network which puts on 
a program must make that program 
sufficiently attractive to a large audi- 
ence to entice a sponsor and keep him 
sold. Big audience . . . lots of poten- 
tial customers. That s what matters. 
The sponsor is in business to make a 
profit. So is the station. For either 
one, an experimental program that 
turns into a flopperoo is prohibitively 
expensive in terms oi botlr money and 
prestige. 

Hence, station and sponsor find it 
more expedient to experiment less . . . 
to stick to the tried-and-true. Stereo- 
typed, shmereotyped ... it get? a re- 
spectable Hooper doesn't it? People 
do watch and listen to formula pro- 
grams; stations are happy, the sponsor 
is happy and everything's hunky-dory. 
So, from the profit point-of-view, it's 
senseless to take unnecessary risks with 
"different ' programing. 

Of course, the fact still stares ns in 
the face that so very, very much of TV 
and radio is stereo. Now the perennial 
poser pops up . . . is that bad? H peo- 
ple like whodunits and stations and 
sponsors give it to them . . . what's all 
the pouting and shouting about? Prac- 
tically the entire entertainment field 
has jockeyed the question up and down 
Debate Boulevard, "How can we give 
them long-hair culture, experimental 
theatre . . . when Sir Citizen shys awaly 
from such shennanigans in droves?" 

Is the answer sponsorship by non- 
profit making organizations? Is a Brit- 
ish-style, government-supported propo- 
sition preposterous for US? Will it 
help to allocate some wavelengths ex- 
clusively to non-commercial interests? 

OR ... is the answer: TV and radio 
are mass media — good enough the way 
they are — and if some finicky folks 
don't like 'em. let em don t listen ! 

Harvev Bond 
Advertising Manager 
Benrus Watch Con^pany 
l\'eiv York 





NEWSPAPER ADVERTISING 



PROMOTION SPOTS 





DEALER CALLS 



FRONT PAGE HIGHLIGHTS 




MOVING DISPLAYS 



DEALER MAILINGS 



• At WDSU, Promotion is an every day, every week, every 
month job. Sponsors get extra sales assistance from our 
powerful "Promotion Plus" merchandising program that 
also includes streetcar cards, as well as local and national 
publicity in newspapers and magazines. 



NO OTHER NEW ORLEANS STATION OFFERS 
SO MUCH "PROMOTION PLUS" TO SPONSORS! 




• Write, Wire 
or Phone Your 
JOHN BLAIR Man 
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52 half-hour IraiisrrihcMl programs of Suspense, Komaiicc 
and Intrigue. Ineredihle stories of the fabulous eharacter 
originally ereated in "The Tliird INIan" portrayed by Orson 
Welles and suj)erlative supporting cast. F^aeh half-lu>nr |>rO' 
gram a eoniplete episode. Avaihd)Ie NOW— send for audition. 

ieififlontal ziiliiT niiisir irri/ion tinti plaifvtl bif 

AXTOX KAIIAS 

Coiii|iOKor of "Tlio Third Msin" TIkmiio 
Ori'lifHtra iintlt'r thf diroi'tion of 

siiim:y toiu II 
HARRY ALAN TOWERS 

MPistrilmtetl hif 

LANG-WORTH DiSTi{iiiiiTii\{; coiir. 

113 West 57th Street, New York 19, N.Y. 



WESTERN OFFICE 

LANG-WORTH Distributing Corp. 

14579 Benefit St., Sherman Oaks, Cal. 



CANADIAN OFFICE 

S. W. CALDWELL Ltd. 

80 Richmond Street West, Toronto 




If [ may, I'd like tu tune up the old 
saw about an agency earning its 15' i 
■ on a packaged program. What leads 
me to this, other than the loose remarks 
thai one constantly hears on this topic, 
were the j)rinted words in this puhlica- 
lion some time back, obviously com- 
posed by a gent who had never worked 
•on a package or in an agency. 

I'd like to exj)lain ht>vv the compe- 
tent agency (and it's oidy reasonable 
1o dismiss the other type) earns IS""; 
several times over , . . first by judi- 
<-i()US selection of the package itself and 
its ability-plus-techniqne in securing 
that program. In a number of cases in 
whi<-h 1 have been involved. I have 



radio review 



PRODUCT: Cuticura 

AGENCY: Atherton & Currier. New York 
PROGRAM: One-minute announcements 

This advertiser has an extended and ( I'm 
-sure) successful record in spot radio. As 
lonp as 1 can recall, Cuticura copy and prt)- 
duction Icchniciues have never attempted to 
further the arts or present innovations. To 
the contrary, they are always as tried as a 
-cliche and as true as an idiom. lJnal)ashed, 
•.they offer promise of a flawless epidermis 
and ciisiiing romance. The one-minute an- 
•aioimcement I caught last night on a local 
station 100 miles from niy home was deftly 
surrounded hy Crosby and Como discs and it 
-pulled all the stops. Starting with a some- 
■what shop-worn vignette of girl-lionie-froui- 
date and other-girl-who-never-has-date, it 
launched into dialogue that revcah'd the sec- 
ret of skin that men love to meddle with 

the answer heing Cuticura, of course. 

Although I called this situation shop worn, 
I must admit 1 will not quarrel with the 
soundness o{ it as an ailvertising approach 
for this product. When 1 was solely c((n- 
cerned witli writing copy for radio, I could 
>i-ldom liring myself to n«e these oft-told 
tales of woe, iiowevcr sound they might l)e. 
1, wrongly or not, was wont to look, for a 
fresh or more novel ai)i)r()ach. But anyhow, 
Cuticura, hy good casting and excellent i>ro- 
duelinn, has made the dialogue ring as true 
a« a crystal goblet. From the vigurttc they 



felt, with some justice, thai the ageiu v 
was worth, let's say. 30'~c for what it 
went through merely to effect the liai- 
son. In one case, I had the misfortune 
of having the phone near my bed; this 
was in Bel Air, California, at the time 
a gentleman by the name of Crider was 
sewing up the Brooklyn Dodgers for 
Schaefer Beer. If you recall, the head 
of the Brooklyn teani was Branch Rick- 
ey whom sportswriters dubbed "the 
non-alcoholic Rickey." To consum- 
mate this affair required untold skill, 
persuasion, courage, and creative sav- 
vy. These cpialities were expended over 
many trying months, some of which 
i Please turn to page 73) 



tegiie to straight copy and toj) it all oflf with 
tiie well-established Cuticura spelling ditty 
which has always registered well with me la 
former student of Chaucer, Spencer and tlie 
Latiii poets, Catullus and Martial) because 
of its wayward rhyme Cuticura and the 
word "purer." All in all, in 60 seconds we 
get drama, straight sell and music -whicli 
is better tlian par for any course. 



radio review 



PRODUCT: Lipton Tea 

AGENCY: Young & Rubicam, New York 

PROGRAM: "Talent Scouts," WCBS 

It's (inite a task to »tep into Arthur (God- 
frey's shoes aiidj to my luind, the big reason 
his previous replacements have appeared to 
be so ill a fit is that they've had tlic misfor- 
tune to possess styles (]uite similar to Ar- 
thur'.*. This summer, to the contrary, God- 
frey's stanil-in was a gent witli his own de- 
cisive style -one very different from Arthur's. 
Herb Siiriner is a youthful Will Rogeis with 
a most un-s(df-conseious and ingratiating 
rube-dclivcry that is packed with charm. Up 
till this season, Shrincr never seemed quite 
at iiome in anyone's shoes including his own, 
cither for radio or 'l'\ . Hut I daresay his 
recent MC-work and his obvious at)ility to 
handle the conleslanis on Talent Scouts while 
maintaining his own natural charm and 
aunising delivery has already brought him a 
score of offers in radio and T\'. 



His handling of the Lipton Tea copy was 
a? relaxed as Arthur's and just as convinc- 
ing. He played the "brisk" story straight, 
yet in his own ungrammatically tX)lloquial 
manner he laced it with amusing hut not 
overly coy asides. Listening to him was a 
joy since his style of selling is as sound 
as it i'i new. From his performance this 
night *20 August), Fd sure like the gent 
working — and selling — for me any time, any 
place and almost any product. 



radio review 



PRODUCT: Piel's Beer 

AGENCY: Kenyan & Eckhardt, N. Y. 

PROGRAM: "Warm-up Time/' WMGM 

Less-i\FS (non-fermented sugar) is the 
theme warbled by Piel's Beer. The tune is 
punctuated by spoken copy — a device that 
serves to break up the tune itself, adding 
punch to the story but helping somewhat to 
destroy the entity that is the tune and thlis 
making it far more difficult to remember 
than an uninterrupted one. As for the copy- 
approach itself, well I've been looking at 
it askance for some time now since I've seen 
it in the papers and on television (reviewed 
recently). I feel this way mainly ttecause 
NFS seems to me to fit into the old Cremo- 
spit campaign category. Why bring up sugar 
in beer? \^'ho knew about it? Isn't raising 
this subject going to harm dll beer including 
Piel's? For my money it's a manufacturer'; 
bellyache -whereas the Ruppert approach to 
the same idea takes solely a consumer point 
of view, stressing the non-filling angle. 



radio review 



PRODUCT: Muntz TV Receivers 
AGENCY: Michael Shore, Chicago 
PROGRAM: Announcements 

Formerly an automotive madman with far 
more method than dt-mentia, Mnntz now is 
utilizing his flair for attracting attention to 
sell his television receivers via spot radio. 
The musical ditty used by his ad-visers is 
as good as any I've been subjected to. The 
gimmick is simply this: a college-type rah- 
rali tune is fitted out with a commercial 
lyric. The result is as catchy and as infec- 
tious a jingle as any football band's best 
r<'iidition and hence it is decidedly youthful, 
completely simple, very lively. It sticks with 
\ou (the listener) which is all any sponsor 
can ask of iiis tune. 

Why more advertisers haven't turned to 
this kind of melody. 1 don't know. 1 used 
one once (for Scotch (Cellophane Tai)c) ami 
found it especially adajitablc lyric-wise and 
no iiroblcm to have orchestrated. 1 might 
also add that the style is not dated to the 
contrary; it's a« up-tothe-miiiute as this 
year s undergraduates. 
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DANNY KAre 



ROSALIND RUSSEU 







KIRK DOUGLAS 



RAYMOND MASSEY 



JANE WYMAN 




J^^Season 

^ starts Sept. 9 

us. STEEL 
HOUR 



Theatre Guild 




f 



on the Air 




HUMfHREY BOCART 




On September 9, another outstanding 
season of the U. S. Steel Hour gets un- 
der way. Among the top shows ah-eady 
scheduled are The Glass Menagerie, 
Twentieth Century, The Sea Wolf, Pyg- 
malion, Oliver Twist, 1984. 

The best plays . . . the best stars 

for the best dramatic entertainment 
on radio. That's been standard since 
Theatre Guild on the Air began in 1945. 
No wonder the U. S. Steel Hour has 
become radio's most-honored show. 



] SUNDAYS 8 30 



PM E D.T. 





IM E T WO R K 



DOUGLAS FAIRBANKS. JR 
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RAY MILLAND 




GINGER ROGERS 




TYRONE fOWER 
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This SPONSOR department features capsuled reports of 
broadcast dd'ertising significance culled fronn all seg- 
ments of the Industry. Contributions are welcomed. 




Fooff for thtpufiht: (frocerif vhttiu beams sports shnw at men 



A top-hoa\ y niajorit) of all the ad- 
\erlising and promotion of food prod- 
ucts, regardless of media, is aimed at 
women. 15ut the ,)ax Moat Company 
of Jacksonville (supermarket ojjeia- 
tors I diihi t sto{) at the statistical sur- 
face. The) delved deejjcr before dc- 
<-iding on their program type, and ihe 
audience they wanted to reach. 

Jax's ad\ertising evolution: man 
likes food . . . man likes sjiorls . . . 
man buys food . . . Jax buys sj)orts. 
It was as simple as that. The clincher: 
a little re-earch in trade channels 
turned uj) the 1)1)1)0 survey. "The 
Male Influence in Crocor\ Shopping." 




Sponsor, sportscaster 'ham up' contract signing 



One-time shots pack a j)unch. They 
arc ideal for a(Uerlisers seeking sj)e<'ial 
s])orts or holiday tie-ins; ])erfect pro- 
motions for nioN'ie ])reniieres or thea- 
tre openings. For long-time solo s])oji- 
.sorshij)s. .Shi])stad Johnson, co-own- 
ers of the 'Tee Follies," offer proof of 
air succ esses with a single show. 

Their 12th annual radio show will 
launch the "Ice Follies of 1952." The 
format: a .'}()-minute MBS ])rogram 
originating from KHJ. Los Ang(!les. 
and aired over 5'A stations featuring 
top stars of screen and radio. The 
time: Thursday, 6 Se])t(Mnl)cr. from 
9:.30 to 10 p.m. I'CT. 

Fddic Shipstad. co-owner and co- 
producer of the show, along with Rov 
Shipstad and Oscar Johnson, explains 
the pur])ose of the broadcast. 



It revealed that 77'/( of the husbands 
sometimes shop for groceries. Of this 
"il'/f • shop once a \\ec^k or more. 

Further evidence showed men buy 
things their wivc^s don t bu\ : the\ bu\ 
larger j^ackages and tjuantities; the) 
buy more than they're asked to .^et: 
and they SPFM) MORE than their 
\vives when the? \\i\'es shop alone. 

It bc;came clearly evident to Jax. 
They \vanted to talk to the men. 'he 
best way to talk to the men. and on 
their favorite snbjec-t — a radio sports 
show. 

The program: Today in Sports, a 
1.5-minnte re\ iew of the c-omjilete 
sporting scene aired six days a \\'eek 
at 0:1.5 p.m. (airrent evidence sho\vs 
Today in Sports is paying off. With 
J ax's stores open evenings, the w hole 
family can get down to the stores after 
hearing the Jax program along ^ith 
the broadcast "Jax super specials." It 
gives Jax emplo\ees a chance to -icll 
that valuable 77' f of husbands (and 
anyone else sports-minded) who do the 
familv shopjiing. * * * 



"Radio facilities provide the ])erfect 
vehicle for this event. One of the main 
purjioses is to stimulate local interest 
in each city of the "Ice Follies" itin- 
erary and help each local areiui build 
attendance for the show. With stations 
s])otled advantageoiisl) as far as our 
tour is concerncvl, this ol)jc^-ti\e is ac- 
conijilished to the maximum degree. 

"We also find." continues Johnson, 
■"that j)eople in fringe areas are inter- 
ested in hearing a ])remiere as it hap- 
])ens. Listening to many of the more 
than 200 toji screen and stage stars 
present makes them more anxious to 
see the show when it arrives in the 
( it)' nearest them." 

The show follows the original pat- 
tern first usc^d in 1011 and originated 
by Walter McCreery. * * * 



"Beauty and the Beast'- 
pack potent TV sales pnnch 

D.j's come and d.j. s go but a few, 
with salesmanship and audience ap- 
|jeal, keejj disks and sales spinnin'j. 
This d.j. tale concerns one of the more 
successful wax sjiinners. It is called 
"The Beauty and the Beast. " 

Once upon a time there was a gu\ 
named J'aul Dixon who spun round, 
black records beneath a tall, steel tow- 
er called WCPO. A lovely j)rincess 
called Dotty Mack listened to, enjo\cd, 
and belie\ ed in what Dixon said. .She 
joined whh Dixon to form a team. 

Miss Mack was an "eyeful"; Mr. 
Dixon was a "mouthful." They com- 
bined the audio and \ideo and pre- 
sented the first T\ disk jockey sho\\. 
\\CPO-T\"s The Paul Dixon SItoiv. 
Ihe duo ad-libbed, pantomimed, 
mugged, joked with, kidded about, 
congratulated and ]jla)ed to an end- 
less audience— an admiring ])ublic. 




Paul Dixon — a mouthful — spins disks and sells 

Ihen one cla\ a big. inijjortant look- 
ing groujj named "Sponsors" came with 
peanuts, mattress(;s. poj)corn and auto- 
mobiles, soft drinks and restaurants, 
soaps, cigarettc;s. sun lamps, dairy 
products and refrigerators. 

So "The Beaut)' and the Beast" sat 




Dotty Mack — an eyeful — helps d.j. win friends 



clown, \\orkecl over. ])resented convinc- 
ingl) e\'er\ thing from peanuts to in- 
lomohiles. Ami ever\ one ever\'whcre 
went to stores everywhere and bought 
everything from automobiles to peanuts. 
Then one da\ people from INew 



foe* Follies nses radio (pue-slttpts effeetireli/ 
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York drew uj) a piece of paper called 
a contract so that more people in more 
places could get an earful and an eye- 
ful of this TV disk jockey show. 

Now the story has a happy ending 
because inoir sponsors and more peo- 
ple will be joyous. The Paul Dixon 
Show went network on 8 August. The 
new ''castle'" for "'The Beaut) and the 
Beast"— y\BC-TV, 55-9 p.m., Wednes- 



^'Bright Star" wins .sponsor* 
ill oil fiiojoi* vitiegorles 

Advertiser activity is not confined 
to video as some reports would have 
you believe. With the proper program- 
ing and sure-fire audience appeal, 
sponsors aren't hard to locate. The lat- 
est success transcription-wise: Brii;ht 
Star produced by the Frederic W. 7iv 
Company. 

The coinpaii) sales tallv as of 19 
August: Bright Star (starring Irene 
Dunne and Fred MacMurray) sold in 
97 markets in 21 states. Major spon- 
sors thus far include breweries, utili- 
ties, groceries, and food advertisers. 

The show, believed to he the highest 
budgeted of all new radio shows pre- 
pared this fall, al S12..500 per half 
hour, will debut on 21 September. Like 
other Ziv shows, Boston Blackie. Cisco 




Ziv execs plan shows with Dunne, MacMurray 



Kid, Bold J'eriture, The Guy Lornbardo 
Show, the Dunne-MacMurray starrer 
will be an open end transcribed show- 
available for sale to agencies, local 
sponsors, local stations, regional spon- 
sors and networks, and national spon- 
sors for selective advertising. 

This Bright Star series marks Ziv's 
first comedy venture. ■* * ■* 

Briefly . . . 

Advertisers are getting that some- 
thing extra since WAVE-TV in Louis- 
ville increased its power. Station re- 
ports receipt of scores of conipHmen- 
{Please turn to page la) 



APS subscribers will do a "double- 
take" at this column . . . it's a con- 
densed \ersion of the 4-page bulletin 
they receive each month. The regular 
edition of "The Needle" is for subscrib- 
ers only, contains advance info on what 
goods will sell best in local stores, what 
items to emphasize in radio copy, how 
to do a better sales and program job. 
This short version is addressed to all 
broadcasters. 

Potential income on a large scale 
for stations across the nation looms in 
the l)ig COMPO promotion, with over 
$6,000,000 reported allotted for spot 
and local radio. This is group of movie- 
makers, who have awakened to the need 
for potent piomotion instead of breast- 
beating, as the answer to movie box- 
office problems. And the story is that 
local stations rate tops in their think- 
ing as the best way to re-sell movies. 
Every station should work closely with 
local and regional exhibitors, stay close 
to develo])ments from now on. 

One big potential overlooked by 
Holly-wood is the terrific impact 
inherent in use of star-material 
on a regular basis by stations. 
Good example is Vic Damone, 
whose latest movie, "Rich, Young 
& Pretty," is about to be released. 
Damone's box office potential is 
in direct proportion to his popu- 
larity in towns and cities where 
his movie will be exhibited. APS 
subscribers have 111 Damone se- 
lections, the latest release featur- 
ing several tunes from the new 
movie. This is the sort of pro- 
gramming movie-makers should 
buy, not beg for. 

Good news to APS subscribers rs 
announcement that widely-used Sales 
Meeting series will he transcribed 
LATERAL instead of VERTICAL, 
effective with current release: "Mer- 
chandising Radio Advertising." Since 
discs contain mostly voice material, 
quality is less important. Next two 
sales meetings iSept-Oct) will be de- 
voted to "Radio Vs. Newspaper" with 
th« Sept. disc jiroduced so that it may 
be played for local businessmen, clubs, 
etc. 

October Promotions can make this 
one of the year's top advertising months 
at local level. Appliance week (15) 
finds dealers intensely anxious to move 
these co-op supported items (use APS 
appliance lead-in disc of 61-217) . . . Eire 
prevention week (7-13) is good insur- 
ance ])eg. especially with new all- 



inclusive type policies now available 
. . . These lines do e.-pecially well in 
October: Millinery, Women's Wear 
(coats, suits) especially basement or 
low-priced items. Woolen Dress Coods, 
Furs. Home Furnisbiugs. Items that lag 
are: Luggage. Silk Undies, Aprons and 
House Dresses. Sjiorting Goods. Full 
details in the current (September) issue 
of "The Needle." 

Brand New virgin vinylite APS 
libraries . . . complete with all 
the trimmings . . . will be enroute 
during the next few days to these 
new members of the APS family: 
WLBR, Lebanon, Pa., KGCU, 
Mandan, N. D., KELD, El Do- 
rado, Ark., KBMY, Billings, 
Mont., KREM, Spokane, Wash., 
KLKC, Parsons, Kans., WKIP, 
Poughkeepsie, N". Y. Welcome! 

Denny Vaughan is newest Al'S star, 
second big addition so far this year 
(Guy Mitchell was first). Vaughan is 
Canadian . . , gained fame in England 
. . . his records here are soaring now. 
Amazingly versatile Vaughan does own 
arranging, conducting, ])lays piano too! 
APS subscribers who have heard his 
first releases send joyous greetings. 
Thanx. 

Shavings: Week after Ed Hochhauser, 
Jr., became APS sales manager, he 
broke his right foot, will Ijc in a cast 
for 7 weeks . . . our Christmas Pro- 
gram Package for 1951 will be almost 
double last year's in ]3rograni time . . . 
tlitto the Special Thanksgiving releases, 
due to be shippe<l about now . . . Big- 
gest transcription news in 15 years will 
be on your desk in a few days, bearing 
our imprint, as usual. "W'atch for it! 
. . . Our current survey ot station use 
of library programs shows far wider 
use than we'd expected. Leading APS 
programs include Mindy Carson. Evelyn 
Knight. Dick Jurgens inflows . . . also 
Stars Sing. Music For America and 
Candlelight and Silver. Many stations 
building their own shows, and we'd 
love to hear them. This is an in\itation 
to all broadcasters to send us air-ehecks 
of any outstanding locally-built library 
show. W'e'll buy any good ideas we can 
use. 

See you soon — at Milwaukee 
(Ad Club) September 20 . . . 
NCAB meeting at Asheville Oc- 
tober 19 . . . OAB in Cleveland 
October 24 . . . BMI Clinic in 
New York October 23 . . . and 
some of the NARTB district 
meetings. Regards . . . Mitch 
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GUESS 




Timebuyers who know Walter 
Nilson of the Kotz Chicago 
office will be quick to recog- 
nize his photo. And just as 
quick to appreciate his sales 
story — that to cover the bill ion 
dollar Miami market it takes 
the biggest station — the 
station with top power, top 
audience, top programs. In 
short, it takes WGBS. 



From the desk 

of WALTER NILSON: — 
Do you hove o schedule for Miomi? 
Keep in mind thot WGBS delivers 
60% more listeners per dollor thon 
the second stotion, 467% more 
circulotion per dollor thon the 
leading newspoper, 1432% more 
thon the only TV stotion. Thot's 
the kind of medio leadership that 
results in product sales! 




oo 
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KEPORT TO SI*Oi\SOKS for 10 Soplembor 1951 

(Continued from page 2) 

Repertory drama: 

key to cutting TV costs? 

Idea being pitched to network, agency program men 
aims at l ow-c o st TV drama through organization of 
repertory theatre units within television. Nicholas 
Bela, Hollywood writer-producer now in New York who 
authored plan, says permanent companies producing 
TV drama could amortize part of production costs by 
performing same plays in neighborhood theatres. 
Additional savings, he maintains, would come through 
teamwork of cast working together permanently. 

XL stations use unique promotion 
to stress AM's lead over newspapers 

Seven XL stations of Pacific Northwest have devised 
cute, and eye-opening, promotional gimmick. They're 
sending to clients four-page folder, whose cover 
contains 12c in cotton bag, with legend: "Keep 
the change — this much is in the bag. " Inside 
it quotes Advertising Research Bureau, Inc. , survey 
showing that 54.5% of consumers buy at stores from 
radio ' s urgin g ; 33.2% from newspapers; 12.3% from 
both. Its conclusion: 12.3% of market is in the 
bag with e it her media, b ut "Radio gives you the 
bigger single market coverage." 

"Cameo Theatre" uses low-cost approach, 
impresses P & C 

"Cameo Theatre," summer replacement for P&G's 
"Fireside Theatre" on NBC-TV, has scored good rat- 
ings at extremely low cost by using "experimental" 
techniques . Example: one show was played against 
background of plain black drapes with minimum of 
props. Leery of such arty trappings at first, 
P&G is said to be impressed with economy record 
of " Cameo . " One agency man who qualifies as in- 
formed source told SPONSOR he thought P&G might 
urge producers of "Fireside Theatre" (Bing Crosby 
Enterprises) to cut down on Hollywood touches for 
filmed series in favor of less costly techniques 
like those of "Cameo." 

Survey demonstrates scope of 
Mexican market in L.A. 

Remarkable scope of Mexican market in Los Angeles 
area as air advertising target is revealed in 
survey conducted by Coffin, Cooper & Clay, Inc., for 
Hank Hernandez Productions, L.A. It shows 525,000 
persons of Mexican descent living there. Of total 
105,000 Mexican families, 98% have at least one 
home radio; 74% own autos, and 58% have radios in 
autos ; 50% own TV sets, and 64% of remainder hope 
to buy TV set in next six months ; 68% own their own 
homes; average family's two working members earn 
$3,851 yearly; 50% use refrigerators. 
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COOKS 






Man's first cooked meal was a barbecue . , . then he spent 
the next hundred centuries moving tlie cookstove inside the 
house. . .and from tlien on a frying pan and an open fire 
were strictly for campers, Boy Scouts and bums . . , 

Then along came California. Somebody in that fantastic, 
free-spending land sold somebody else a long-handled fork and a 
bag of charcoal. And straightway, frying beefsteak in the backyard 
became the thing to do from Portland to Portsmouth. 

Whether you have a fad for sale, or a fabric, a smoke, 
a pill, a car, or a career — sell it first in California 
and the rest of the world will buy. It's worth more 
to you to have your product known in California than 
anywhere else in the world. Sell Southern California 
first — with the station that serves it best. 




LOS ANGELES - 710 KC 



1^. 
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(»!!s«!CH REPRESENTED BY H-R REPRESENTATIVES, INC. • AFFILIATE, LIBERTY BROADCASTING SYSTEM 



,000 watts daytime • 10,000 watts nighttime 

il±/L RADIO CONTINUES TO BE "AMERICA'S GREATEST ADVERTISING MEDIUM" 
10 SEPTEMBER 1951 
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REYNOLDS METALS 

{Conlinitf'd jrom page 29 I 

3. Believing that a coiiipaii\ V t;ieat- 
tics?. (lc|>eii(ls. in some ineasiiit'. on the 
grealnrs* of the state in \vhi( li it oper- 
ates. Hevnokls fully supports institu- 
tions of liighe:" learning that provide 
tomorrow's stale leaders. 

To ( arrv out these three aims. Rey- 
nolds and lis agency. Zimiiier-McClas- 
ke\ Advertising of I^ouisville. Ky., 
called oil radio. 

Although there are 24 Kevnolds pro- 
duction and fabricating plants spread 



around the couiitrv, half of them are 
concentrated in only three areas. 
Louisville, site of the very first com- 
pany plant, is now the home of six 
factories. There are four more in or 
near Uslerhill. Ala: two in the Pacific 
Northwest — at Troutdale. Ore., and 
Longv iew. Wash. Thus Rcvnolds radio 
schedules in these three areas cover the 
most important part of plant ojiera- 
lions. Here's a rundown by areas of 
just how radio accomplishes Reynolds' 
objectives. 

Most recent and ambitious part of 
the air-borne public relations cam- 





Whether it's lambs or sales 
that have gone astray, WIBW 
can quickly pull them back intc 
the fold. Out here in Kansasv, 
WIBW is the station most listene(i 
to by farm and small town fami- 
lies. -i^ These are the folks who have the 
money ... do the bulk of the buying. 
These "bread and butter" customers of yourji 
leave their dials set to WIBW from sunrise to 
midnight because we're programmed to give them 
the entertainment, services and features that both 
interest and serve them. 

So, to hold old customers and build new ones, 
use the most powerful mass selling force in 
Kansas— WnjW. 

* Kansas Radio Audience 1951 
** Aik your Rc sea celt Dept. 



Serving and Selling 

"THE MAGIC CIRCLE" 

Rep.: Capper Publications, Inc.' BEN lUDY,Gen. Mgr.- WIBW* KCKN 




jjaign is ^ortltuesl Alerl, a weekly 
half-hour |)rogram carried over Wash- 
ington and Oregon's Viking Network. 
It's heard from 7:30 to M:00 p.m. 
everv Thursday evening on stations 
Kl'FM and K\VJJ. Portland: KRUL, 
Corvallis: KASH, Elugene: KELS, 
Kelso-Longview: KMCM. McMinn- 
ville; KNI'T. Newport: KTIL. Tilla- 
mook; KKCO. Prineville; KOCO, Sa- 
lem; KVAS, Astoria; KIHR, Hood 
River. 

Northirest Aim is a program about 
civil defense, produced bv The Viking 
Network, under over-all supervision of 
agency account (executive Henry Mc- 
Claskey. Jr.. and Reynolds director of 
advertising. David F'. Beard. This, ex- 
plains Tom Hotchkiss, manager of 
Viking Network, is how the show 
works: 

"Almost the entire program is tape 
! recorded outside the Viking studios by 
1 producer Alvin C. Yantiss. . . Broad- 
casts have featured sounds of an atomic 
blast : pickups from an Atomic Energy 
Commission. . . . Wherever possible the 
program ties in with local or national 
campaigns, such as American Red 
Cross or a hospital fund drive." 

Here's a typical commercial used on 
a recent broadcast; only the highlights 
are quoted. (Notice how artfully it 
points up Rey nolds' role in the com- 
munity.) 

Year in. year out. the earth- 
worm works his way back and forth 
tlwough the soil keeping it healthy — 
increasing the size and quality of the 
farmer's crops. 

"Like the earthworm, a Reynolds 
pay-roll dollar goes quietly upon its 
appointed round, stopping in this 
pockelliook and that, visiting the cash 



registers of various stores, 



resting for 



a day in the teller's window at the 
bank, always helping to improve the 
financial health of the cominuuity. . ." 

Rcvnolds follows the same tack, 
though willi a dilTerent type of pro- 
gram, in two other areas. Both Ken- 
tucky and Alabama know the company 
as an ardent booster of their native 
college athletic teams because Rey- 
nolds sponsors sports broadcasts over 
Louisville, Ky.. and "Tri-City."' Ala., 
stations. Thus, the company makes a 
bid for the ccMiimunily's friendship by 
ticing in with one of the areas most 
red-hot enllmsiasms. 

The pattern of I^cynolds' activity in 
these areas look shape gradually. Rey- 
nolds starte<l using radio first in late 
lyU) with an across-the-board 6:00 
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Special privileges — at no extra cost ! That's what 
Spot program television means to national adver- 
tisers. And the privileges are many, and important. 

You choose the markets you want. Only the mar- 
kets you want. With Spot program television, there 
are no "must" stations, no minimum station re- 
quirements. Your own sales plans dictate the size 
of your station line-up. 

// if's broad coverage you're after, Spot program 
television multiplies your opportunities for station 
clearances. You're not restricted to availabilities 
offered by any single network. You can use stations 
affiliated with any or no network. You can select the 
best period offered by any station in any market. 

You receive ivhole-hearted cooperation from the 
stations . . . find stations clear time more readily. 
That's because stations net more when a time period 
is sold for a Spot program than when it's taken by 
a network show. 

You enjoy the better picture quality of film pro- 
grams which are generally superior to kinescope 
recordings network shows must use for delayed 
broadcasts, or broadcasts in non -interconnected 
markets. 



at 



table 



All of these '"a la carte''^ advantages — at nO extra 
cost. Spot rates for facilities charges are generally 
lower than network rates for the same period . . . 
over the same stations. The savings are substantial. 
They're more than enough to pay for the extra film 
prints required, their handling, and their distribu- 
tion to the stations. 

You should know the full story on Spot program 
advertising before you buy any TV coverage. You 
can get it from any Katz representative or, if you 
prefer, send to our New York office at 488 Madison 
Avenue for your copy of the booklet, "Straight 
Thinking On Television Costs." You'll see very 
clearly that in television . . . 

you can do better with Spot. Much better. 



d'hote 



prices 



THE KATZ AGENC inc. station Representatives 



NEW YORK • CHICAGO • DETROIT • LOS ANGELES • SAN FRANCISCO • ATLANTA • DALLAS • KANSAS CITY 




This smiling maiden with stars 

in her eyes. 
For a trousseau is shopping and 

here's how she buys. 
A twist of her wrist, her radio 

dial's what she sets. 
To WSPD, where she has trust 

in suggestions she gets. 
And, after the wedding through 

years of housekeeping bliss, 
her daily listening favorites 

she never will miss. 
So Sponsors, reach housewives, 

that we call Madam Buyer 
Buy time on WSPD, North- 
western Ohio's favorite 

Town Crier. 





MSB 








Repreiented Nationally by K A T Z 



p.m. ne\vsra,«l over WGIiC. L()uih\ ille. 
Reynolds slaiied llie proirrain s^olely to 

' attract skilled rraftsnien and niacliiiie 

; >liop workers to the Reynolds factories 
in the Louis\ille section. \s tlie need 
for more workers fell oil. ho\\ever. 
commercial emphasis shifted to a strict- 
I) I'.R. approach. Listeners were lold 
that Re) nolds was no "morning glory, 
here with the war and gone widi the 
peace. They were tidd that Reynolds 
would continue to be an important 
part of the Louisville area s industrial 
picture. Too, comnievcial lime was 
shared with organizations like the 

i Connnuiiity Chest. Red Cross. Boy 

j Scouls. 

j About the same time. Reynolds had 
I opened up two new factories in Arkan- 
sas — a stale in which the compaii) had 
! never before operated. Its giant com- 
I petitor ALCOA was already well-estab- 
lished there, howexer. As a way of 
introducing the company, Reynolds hit 
on the sponsorship of Lniversity of 
' Arkansas football games. The broad- 
casts aroused such innnediate favor- 
able reaction that the aluminum com- 
pany management has ever since 
looked on sports as the most elTe<tive 
meeting ground betxveen company and 
community. 

Louisville, hea(h|uarlers of tlie com- 
pany and site of six plants, has enjoyed 
Reynolds-sponsored sports broadcasts 
consistently since the fall of 1947, in- 
eluding: 

L'niversitv of Kentucky football via 
WHAS. Louis\ille. W'HAS basketball 
broadcasts. coNering I niversity of 
Kentnck). University of Louisville. 
Lastcrn State College, Western State 
(lollcge, Murray State College. 

All but the basketball games of win- 
ter 1950-51 were heard over NS'HAS. 
W GRC, L()uis\'ille. carried last season's 
I basketball games. During half-time 
periods in the football games, I niver- 
sity of Kentnck)" personalities were the 
subj(vts of interx iews. In 1949. former 
football captains stepped b(>b>re the 
microphone: in 1950 it wa> a sueces- 
sion of ungraduale leaders. 

Re)nolds was getting in regular 
|)higs for Re)nohls Wrap and a few 
other ahiiniuuni products along with 
j the public-relations cop\ . lint it wasn t 
! until the fall of 1950 that a straigbt- 
j selling program went on the air. ()\er 
' \\'\VE-TV, LouisAiUe. the company 
sponsored Telcsporls Digesl on Sun- 
da)s at 9:30 p.m. Ahiminnm building 
! products got a big pbi\ until shortages 
j in 1951. \'i(Mvers were then told that 



ihey might ha\e trouble getting these 
fine produc ts, because national defense 
orders, and stepped-up civilian demand 
were making them scarce. 

Although no concrete sales results 
can be traced to Reynolds broadcasts 
from Louis\ille stations, results in 
terms of public rcdations are very en- 
couraging. Following the dedication 
of Kentucky University's McLean Sta- 
dium — a description of which was 
aired under Re) nolds sponsorship — 
president of the university. H. L. 
l)ono\an wrote enthusiasticall)' : 

■'It was a pleasure to cooperate with 
the Reynolds Metal Compan) in the 
program of dedication. W e are grate- 
ful for the part which Mr. Keen John- 
son I Reynolds tlirector of public rela- 
tions! played in our celebration. His 

★ ★★★★★★★ 

the lop \<'\e\ in liis bii^ine^.-. the 
:i<lvertisiiig man nowadays is generally a 
kindly and respectable-looking man of 
rather more than middle age, who li\e* 
in the liest suburlis, plays golf Satur- 
days and Sundays, belongs to the he>t 
ehibs in town, avoids piihlirity like the 
plague, >ehlom goes to the picture^, al- 
ways rea<ls the Tinifx, and never soe* 
to the dogs.*' 

<,YRUS A. S. DICKER 
ftritish ri>itresentutire. 
Ellington & Company. ,\. Y. 

★ ★★★★★★★ 

company has done a splendid thing in 
sponsoring the broadcasts of our 
sports events for the benefit of our 
friends in Kentucky and other parts of 
the nation. . . ' 

Recently, the company's air-borne 
campaign uas expanded to northern 
Alabama, where it has four plants. 
Three are in Listerhill. while a fourth 
is in nearby Sheffield — one of the "' Tri- 
Cities"' which depend on electric po\ver 
from giant W ilson Dam. 

Fiex nobis' interest in coninninity 
welfare has already brought expres- 
sions of appreciation from Alabamans. 
Jack \''(»orhies. program director of 
WT.AV. Muscle Shoals, relayed this 
comment, among man) others, to the 
Zinimer-Mc(]laskey advertising agen< y : 
, . . the Mayor of Sheflield. Air. 
C. L. Rcard, came to me just Itefore 
a broadcast the other night and com- 
plimented us not Old) on the (]nalit\ 
of our broadcasts, but was very plea-cd 
with the fact that your cop) carried 
such excellent promotion for the < it)' 
of Sheflield and the Tri-Cities in 
general.' 

A national achertising campaign, re- 
cently launched, may well have caught 
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A poftern of lights on the chart 
gives this maintenance technician a 
camplete report on the 
conditian of coaxial coble circuits. 

Chart is shown below. 




HE CAN SEE HUNDREDS OF MILES! 



Somewhere along a coaxial eahle route — it mav 
be a state or two away — a fault threatens tele- 
vision transmission. A warning; light flashes 
in a central control room. The maiulenance 
technician places a record sheet o\er a glass 
screen. Within seconds a pattern of lights 
shows exactly what's wrong. 

Many times the fault can he corrected hy 
automatic apparatus operated from the con- 
trol center. Or the maintenance chief can send 
crews directly to the spot. In most eases the 
trouhle will be fixed without uiterferenee with 
the program. 

This and other automatic equipment keep 



transmission flowing freely along more than 
19.000 miles of television channels — both 
coaxial and radio relay. To the Bell System, 
maintenance of network television service is 
just as important as providing channels. 

The coaxial cable, radio relay systems and 
associated e([uipment used by the Hell System 
for television purposes are valued at nearly 
$83,000,000. 

The cost for your use of this equipment? 
Bell's total network facility charges average 
abont 10 cents a mile for a lialf hour of pro- 
gram time, including l>oth \ ideo and audio 
channels. 



BELL TELEPHONE SYSTEM 

PROVIDING NETWORK TRANSMISSION CHANNELS FOR THE RADIO AND TELEVISION INDUSTRIES TODAY AND TOMORROW 



< (iiiK' ot tlu' spirit ut l{(>\iiul(L>« iv- 
jiioiuil a(l\ crtisiiig approach, riidugh 
I lie national promotion is ainieil at 
ino\ in<i specific Reynolds products, it 
lia> iiistiUitional overtone's as well. f5n- 

< lianan ("onipan\, \uv.. in New ^ ork 
handle- l{e\nolds aluniinnni jirodiicts 
niul l!e\ Holds W rap nationallv . 

W hat are l'e\nolds' future plans? 

Although niilitar) re(|uirenients can 
alter the cotn])any's operation over- 
night, it s set to continue the u.'^e oi 
radio, and possihh T\ . A network of 
.'^even stations is being lined up to 
broadcast the I niversit) of K(>ntuck\ 's 



1<J51 football schedule. The net will 
cover Kentucky, southern Indiana, and 
s(uitli(>rn Ohio, will include W^AVE. 
Louisville; \\ CKY. Cincinnati; WVLK, 
\ ersailles, Ky.; WXm", (Sorbin, Ky.; 
WKCT, Howling (;reen, Ky.; WVJS. 
Owensboro, and W KYI?. I'aducah. Ky. 

The company expects to keep right 
on using radio for its successful ))ub- 
lic relations program. Explains public 
relations chief Keen Johnson: 

"Chances arc He\nolds will continue 
to use radio in tlie vi< inity of its main 
plants throughout the course of the 
emergency. As was recognized in 



W orld W ar II. and before, man\ nus- 
conceptions about industrial concerns 
arise in the minds of citizens and 
workers. Reynolds has found radio 
the ideal \ehicle for getting across the 
plain, unvarnished truth about itself." 

As the Reynolds Metal empire 
grows, its radio-delivered human rela- 
tions objectives will undoiditedlv fol- 
low' (lose behind the plant builders. 
Still expanding. Reynolds recently bor- 
rowed SPi.i.OOO.OCK) to increase primary 
aluminum capacity. From that build- 
ing fund will come a eom])letely new 
aluminum reduction plant in Corpus 
Christi, Tex. adding 150,000,000 
pounds of aluminum to the countr}'s 
yearly output. Presumablv. the Rey- 
nolds story will soon be told again; 
this time with a Texas drawl. * * 



BE CAREFUL ON AIR 

{Continued jroni page 31 1 

one entertainment turn to destroy any 
remaining doubts of big business that 
radio was less than tops as a sales in- 
strumentality. All classes of the eco- 
jioniy were eejually enthused about 
Amos 'n' Andy, then heard nightly at 
7:00 p.m. at which time all activity al- 
most literally ceased throughout the 
nation in A-R-C-D-E economic level 
homes. 

And yet even this stunning success 
had censorship angles, partly because 
of the dimensions of the success. First, 
there was some gnnnbling among Ne- 
groes, just as there has been recently 
following introduction of the TV ver- 
sion, that Amos '/i' Andy was "racial 
slereotvp<-'' humor, calculated to keep 
white folk in a posture of condescen- 
sion against black folk. Then followed 
the Federal Trade Commission's crack- 
down on Pepsodent's claim that it was 
"three to 11 limes more powerful in 
killing germs than an) other leading 
dentrifice." Rival toothpastes screamed 
co))per at that. It was felonious as- 
sault when hooked up with the fan- 
tastic popularity of Amos 'n Andy. 

Another early cra<-kdown by the 
F rC was against (]remo Cigar's slogan, 
"one man's spit is another man's 
poison." a slogan intended to suggest 
that only Cr(>mo cigars were made by 
machine', all other brands were hand 
rolled and sealed in saliva. Cremo's 
revolting picture of its business rivals, 
Luckies' famous "reach for a Lueky 
inst(>ad of a sweet." with its propa- 
ganda against candy, were typical of 



M/flD I FOR ROANOKE AND 
VlUDJ SOUTHWEST VIRGINIA 



The million people in WDBJ's coverage 
area will earn nearly a billion dollars 
this year. Here's WDBJ's family cover- 
age, according to the 1949 BMB: 

Day — 110,590 jamilies hi 36 counties 
Night — 85,830 Jamilies in 31 counties 
and 3 to 7 days weekly 
Day — 90,520 jamilies Night — 66,230 families 

AND in Metropolitan Roanoke WDBJ's 
average share-of-audience is from 50.8 
to 74.4 percent of total sets in use from 
8:00 A. M., to 10:00 P. M. (C. E. 
Hooper — 2 3,191 coincidental calls 
Dec. 1950 through Feb. 1951.) 

For further information: 
WHte WDBJ or Ask FREE & PETERS! 



WDBJ 



Established 1924 
CBS Since 1929 



AM — SOOO WATTS — 9 6 0 Kc. 
FM-- 4 1.000 WATTS--94.9 Mc. 

SOUTHWEST VIRGINIA'S Pcoftee^ RADIO STATION 
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• Almost 23 billion dollars per year, more 
than 10 per cent of the U. S. total, now is the 
income buying power generated in the pros- 
perous Lake Michigan States area. 

Per capita income buying power is 13 per 
cent above the national average in this area 
where population has increased 13.5 per cent 
in the past 10 years . . . where retail sales in- 
creased 632 per cent in dollar volume in the 
past 10 years . . . where home building is 19 
per cent above 10 years ago . . . where indus- 
trial growth is the first in the nation . . . where 
more people listen daily to WMAQ than to 
any other radio station. 

Contact WMAQ, Merchandise Mart, Chi- 
cago, or your nearest NBC Spot Sales Office 
NOW for help in directing your sales mes- 
sage to this rich market. 



Sources: Stondord Rote ond Data, 
U. S. Bureou of Cer\sus, Rond McNolly 
1951 Commercial Atlos, Chicogo Asso- 
ciotion of Commerce ond Industry, 
BMB Study No. 2. 




NATIONAl BROADCAST IH G < 0 M P A N Y 




WMAQ 
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TWO mp 

CBS STATIONS 

TWO BIG 

SOUTHWEST 
MARKETS 

ONE to w 

COMBINATION 
RATE 




When you're making out that sched- 
ule for the Soirthwest don't over- 
look this sales-winning pair of 
CBS stations. For availabilities and 
rates, write, phone or wire our 
representatives. 

National R»pre*entative* 

JOHN BLAIR & CO. 



the iiu-lujlds-haired philosoph) of 
jxjiiie early sponsor?. 

There was a pro<;rain "code" in 
1925. only three years after llie found- 
ing of the National Assoeiation of 
Broadcasters, ll was brief and pions. 
Other codes were promulgated in 
192{!. 1929. 1939, 1948. (See accom- 
panying hox for an excerpt from the 
'18 "Broadcasters Creed.'') 

Quite early, radio found itself on 
the liorns of a dilemma. On the one 
hand il could hardly be denied that 
radio was potentially explosive and 
had to be handled with ( are. Against 
thai was the finger of "censorship." 
Liberals had frowned deeply when 
Owen 1). Young de<"lared in a jniblic 
address: "Freedom of spee<-h for the 
man whose voice can be heard a few 
hundred feet is one thing. Freedom 
of sjieech for the man whose voice can 
be heard around the world is another 
. . . the preservation of free s|ieeeh now 
de|)ends u|)on the exercise of a wise 
discretion b\ hini who undertakes to 
speak. . 

i\n(; made such a secret ui 1934 of 
its (Continuity Acceptance Division that 
when (CBS published its own program 
standards in 1935 its executives got 
the credit for being advanced thinkers. 
Network editors have invariably, even 
to the present day. buried themselves 
as much as possible from public — and 
trade — view. Censorship incidents have 
customarily "leaked'' to the trade 
jjress from actors, directors, writers, 
admen and — sic — network vice presi- 
dents. Here jierhaps it is fair to ic- 
mark that the ex|)()se of censorship is 
an honored American custom. One 
network vice president who got caught 
in a running feud with a radio wit 
took a bad shellacking and in the end 
lost his job. 

Plainly ceir-^orship has an infinity 
of facets. New complications are for- 
ever arising as recentlv in the .lean 
\Iuir case, llie repercussions to whl<h 
were palpably not anlici|)aled h\ either 
(reueral Foods or ^'oung 6^ Bubicam. 
Later .still, as shall be di>enssed in a 
second article. Frank (Costello. a shad- 
owy figure of our generation, also in- 
Iroihiccd WW v'wW libeitarian cpies- 
lions definilcl) |)erliuent to s|)oirs()r- 
shi|) imder the new dispensation of 
l( le\ isiou. 

ForlunaIcK for .s|)onsors. run-of-niill 
ccir><orsliip problems can be left to the 
cstablislied machinery, ."sponsors mav 
(and do) trust network editors and 
ad\erlisiiig agency sii|)ervisors to ad- 



minister workaday precautions. 1 hese 
functionaries may or may not seek 
high level support on occasion when 
fon^ed to cope with an over-exuberant 
popular favorite who. like Arthur (God- 
frey, sometimes forgets where he is — 
namely, in the American home as a 
guest. If the impromptu inspiration- 
of a Godfrey cannot be predicted, 
neither can the chance-in-a-million 
kickbacks of a Mae West or an Orson 
\\ elles. Fternal nmsl be the vigilance 
against bad taste and bad judgment. 

Many a sponsor probably never even 
suspects the behiud-scenes ceusorshij)s 
battled out between scrij)t editor and 
writer. (Connnon decency alone bars 
gutter talk. Radio never says wojj, 
hunky, polack, jigaboo, sheenie, or 
anything like that. It never mentions 
reefers, nuiggles, various short words, 
sneers at paternity or maternitv. But 

»*Tli<' retailer who ii>es newspapers ex- 
<'liisi-\<'Iv is aiitoniatiealiy losing out on 
a large s-lire of potential iii:irket. . . 
Bt using the l»eaiiied program tech- 
nique aud spot saturation eanipaign, a 
>tore ean reaeh groups of eiistoniers. 
many of Mliom normally would iie^er 
see, let alone rea<l. the store's newspa- 
per adverti^ing.•• 

If. NOliMAN NELIBKRT 
Mrrchaiulisiiig manager. i\n€ 

★ ★★★★★★★ 

there are less apparent difliculties 
against which to guard. For example, 
the North commonh speaks of the 
"(Civil W'ar. ' but this designation un- 
failingly irks those Southerners who 
prefer the "War Between the States." 
Similarly radio must not say "English ' 
when the\ really mean "British" for 
then irate Scots, not Scotchmen, will 
write in complainingly. 

Certainly no character in a broad- 
cast tale should give lessons in burg- 
lar\ over die air. nor practice psychia- 
try. Allusions to specific diseases must 
be temjiered by awareness that tens of 
ihousands of bedridden persons are 
avid radio listeners. As for murder 
stories, don t use the name of a real 
j)oison. invent an imaginary poison. 

.At the outset of radio broadcasting 
it was peculiarly dillicull for merchan- 
disers trained in the school of hard 
sell to get it through their heads that 
radio was a new kind of sales mediuin 
with new and uol-to-be-denieil obliga- 
tions of good maniKM's and restraint, 
the price that had to be paid for en- 
joying the "intimacy" and "family 
friciul" advantages of the niediuni. 
More com|)licatiiig still, merchandisers 
were compelled to appreciate that ad- 
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in West 
Virginia . 

your 
dollar 



goes 
farther 
with 

"personality 



More than a million 
West Virginians, (with 
a half-billion dollars to 
spend annually) can hear your 
sales story when you put this 
potent pair of "Personality" 
Stations to work for 
you. And WKNA and 
WJLS are yours at a 
combination rate that is 
about the same as you 
would pay for any singi 
comparable station i 
either locality. Make 
prove itl 




i 

Co 

o 

•s;> 

CO 

O 
<^ 
Co 



T 

4 



WKNA 



WKNA-FM 

CHARLESTON 

950 KC— ABC 

5000 W DAY* 1000 W NIGHT 



WJLS 

WJLS-FM 

BECKLEY 

560 KC— CBS 

1000 W DAY • 500 W NIGHT 



Joe L. Smith, Jr., Incorporated 
Represented nationally by WEED & CO. 
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\(Mtisiiig copy (juite ''proper" for mag- 
azines aiifl newspajjers niipht not he 
■■proper" at all when projected via 
loudspeaker into mixed company. 

A satirical writer was spoofing the 
"frank commercials of the 193()"s 
when he imagined thi> dialogue: 

" Mice, \on look radiant tonight. 
^ our skin is so soft and smooth and 
free from unsighll) pimples and acne. 
Of <-ourse. clever girl, you purge with 
Fleisehmanii's Veast?'' "Oh." cooed 
Alice. "1 het yon tell that to all the 
girls.'" 

Toda\ there is still li\er hile, acid 
indigestion, horderlinc anemia, and 



knock-down breath hut on the whole, 
cop\ is now modest compared to old- 
time excess. One laxative commercial 
hegan with the drinking of the phiz 
(very graphic! and ended with the an- 
nouncer appearing a new man, with 
the door slannning hehind him (un- 
mistakable). The in\'entory of intimate 
innards on the air is now exceptional 
rather than typical. Nowadays one is 
not tf)l(l about "hawking ujj mucous." 
As early as 1934 \HC proscribed some 
oO medical descrij>ti\ es, including 
"stomach," "bloody," "constipation," 
and "j),iegnaney." 

The advertising censorshi[)s went 



(0 ^piUH HAVEN 




INDIANA 



• INDIANAPOLIS 



WSBT 



GIVES YOU BONIS COVERAGE! 



Tile South nciul-.MislKiwaka trading area all l>y itself— is 
.1 market worth coveniis. Over liaH-a-inillioii j)e<)j)le live 
ill these eight comities alone. They spend nearly half-a- 
billioii dollars a >ear on retail pin t liases. 

And that's just par/ of WSHT's i)rniuuy coverage! The 
entire j>riiiiary area taLes in I'A iiiillioii peojjlc who spend 
iieail) .$1^^ billion a year, That's what we mean by Imriri.s 
co\ eragt! 

\\aut your sliaie of this big, ruli bonus? It's yours with 
^VSI{'I,tlle only statKjij which dominates llie entire market. 

PAUL H RAYMER COMPANY • NATIONAL REPRESENTATIVE 
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hand in hand with the political, the 
latter tending to attract the greater at- 
tention. F"or sheer blundering, far- 
fetched and silly examples of censor- 
ships the years 1930 to 1936 undoubt- 
edly rej)resent the peak. Xot hard to 
explain. Depression and mass iniem- 
ployment had introduced violent eino- 
lions and violently advocated pana- 
ceas. Hoover's last tortured days and 
Roose\elt's early zest for reform were 
set off against Nazi pogroms, war 
elouds, domestic strikes, evictions, 
foreclosures, breadlines. Nervousness 
in the body politic found reflex in ra- 
dio stations all over the land. As earlv 
as 1927 tliere had been the absurditv 
of the Fred B. Shaw case. Shaw was 
an expert on trout fishing who espoused 
the unorthodox use of worms instead 
of flies. Since Coolidge also was a 
worm man, the Shaw talk was banned 
for fear it would be interpreted as sub- 
tle partisan praise of Cal. 

Radio almost never dared permit a 
"Wet" to attack j)rohibition or advo- 
cate repeal. Among those censored 
(i.e. not allowed to speak) were Hey- 
w'ood Broun. Hudson Maxim. William 
G. McAdoo, Mrs. Charles Sabin. 

Again and again broadcasters cen- 
sored speakers or programs out of 
sheer timidity and desire to play ever} - 
thing safe. Again and again they were 
lambasted by the Civil Liberties I'nion, 
or other spokesmen. Very often radio 
ate crow, apologized. re\'ersed previous 
decisions as when \\^illiani S. Paley 
countermanded a subordinate wdio had 
barred from CBS the Consumers Union 
spokesman, F. J. Sclilink. 

Nobody was more sensitive about 
text than the sponsors themselves when 
iheir own pride was in question. 
George W^. Hill forbade the song, 
"Smoke Gets In Your Eyes" with the 
comment, "There is nothing unplea- 
,^ant about Lucky Strikes." Cliquot 
Club struck from an orchestral reper- 
tory "Shine, Little Glow Worm, Shine" 
because an official feared "it might lead 
some listeners to associate our ginger 
ale with worms." Siniiliaily a Borden 
Milk official deleted "The Old Oaken 
Bucket" for fear of a mental associa- 
tion with w-atered product. In a dra- 
matic program a scene of boys throw- 
ing rocks at a train was censored by 
D&H Coal because "our coal has no 
rocks in it." Again, a reference to 
scarlet fever was cut from text because 
a baked bean tycoon feared creation of 
"a bad taste in mouths otherwise 
waleriii" for our beans." 
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WE DEFY YOUfTO MATCH THISlSENSATIONAL U OFFERING 






Grocery J- - j^^qv^ 







FREE -SPONSOR'S ADVERTISING ON 200,000 
GROCERY BAGS PER SHOW: At no additional cost to 
the sponsor, his advertising message is imprinted on 200,000 
Kraft Bags per show distributed in markets of the advertiser's, 
selection thru regular grocery channels. 
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To Your Last Year's 




Data File 

Even before official 1950 
U.S. census figures are released 
they're out of date! 

A recent study shows that from 
April 1950 through April 1951 
. . .fifty-one thousand* new year- 
round residents have settled 
in Miami, Dade County, Florida. 

For details of how you can 
get your share of this 
new business call our Rep 
The Boiling Company. 

'Source: Research Department 
Florida Power and Light Company 



James M. LcGATE, General Manager 

5,000 WATTS . 610 KC • 




NBC 



For the rural as well 
as the urban 
population of 
Western Montana 
you need 



IKGVO-Knnfl 



5000 Watts 250 Watts 

Night & Gay Night & Day 
. MISSOULA ANACONOA 
BUTTE 



MOXTAXA 



Tim TKEASLRF. STATE OF THE 48 





Foolhnll giiiiH'sV K(^V is go- 
inji lo cover llioin all lliis full 
. . . high school, pro aii«l col- 
lege! We'll he nllrncling fans 
on all levels of the sporl. 
This extra service means a 
sustained ainl healthy inter- 
est in KQV throiighont the 
gridiron campaign. Share 
this audience dividend hy 
asking Weed and (^>mpany 
for other good hets on Pitts- 
hurgirs Aggressive Network 
Station. 

KQV 

I'iHshiirj^li, Pa. 

MBS — 5,000 Watts— 1410 



Quite early in radio hisloi) the bet- 
ter stations and networks began ex- 
chiding a variety of types of advertise- 
ment as not in the public interest. For- 
tune telling, astrology. nunierolog\, 
palmistr) and other superstitions were 
among the first to be outlawed. Mar- 
riage brokerage, employment agencies, 
financial investment come-ons were 
gradually subject to firmer controls. 
Remedies of a dangerous sort, speedy 
slimming drugs, were literally capable 
of killing fat persons with weak hearts. 

Probably it is realistic to say that 
many of the early radio quacks were 
relatively routine frauds, selling snake 
oil in the picturesque style perfected 
with old medicine shows. But other 
messiah-salesmen were savagely selfish 
slickers who did radio real injury. 
Theirs was the morality of the Mar- 
quis de Sade as they cruelly exploited 
for their own private profit the basic 
dreads of mankind from cancer to 
tuberculosis. These were the "mas- 
ters" who gave radio first lessons in 
abuse, as against use. 

By 1936 the American Civil Liber- 
ties Union was generalizing: "Censor- 
ship is exercised on the air by: (1) 
Simply refusing to sell time or fulfill 
contracts to broadcast, (2) demanding 
copies of speeches and cutting them in 
advance. (3) drowning out or cutting 
off a speaker in the middle of a pro- 
gram, and (4) relegating speakers to 
early morning hours when all but ra- 
dio maniacs are in bed. " 

Still quoting the ACLl : "Radicals, 
liberals, and e\en the Republican Par- 
ty have suffered. Minority political 
parties, doctors seeking to warn the 
public of syphilis, trade unions, and 
opponents of lynching have all felt the 
censor's hand. Sometimes the ban has 
been imposed in the name of "good 
taste." more often as "too contro\er- 
sial.' 

It was in 1936. too. that Comrade 
Earl Browder put his footprints on 
the zig-zag trail of radio censorship. 
Stations were that year flatly ordered 
by the FCC to sell time on a basis of 
scrupulous balancing of opportunity 
among all political parties. The Hearst 
stations tried to hold out on the Com- 
mies but were cuffed into conformity. 

Among the Socialists, tbe adroit and 
tactful Norman Thomas early found 
out how to get himself on the air un- 
censored, but his party colleague, Vic- 
tor Berger of Milwaukee, once had the 
very microphones into which he was 
speaking bodily lifted from the podium 
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and taken away — a liigh tide mark in 
early radio naivete. Berger. at the 
time, was rapping "Wall Street " and 
saying that it controlled the press and 
radio! 

In 1935 Cream of Wheat requested 
Alexander Woollcott to please not cas- 
tigate Mussolhii, then-hero of many 
Italian-Americans or Hitler, then-hero 
of many German-Americans. Morris 
Ernst was invited by WOR to siibsti- 
tnte the phrase "certain rich men" for 
the actual designation of Rockefeller. 
IMorgan, and Ford. 

Major General Smedley Butler of 
the Marines gave more than a few ra- 
dio stations a hard time. Butler was 
then much in demand as a luncheon 
orator and local broadcasters recog- 
nized him as good circulation bait. 
Unhappily he was devoted to cuss 
words, used colorful mental images 
like "turning food into fertilizer'' and 
got himself cut off the air on half a 
dozen occasions. "I can't talk soldier's 
talk ill front of these deodorizers," he 
once cracked, pointing to the mikes 
and drawing a laugh. 

As early as 1930 Walter Winchell 
was feuding with network editors. One 
of his quarrels was over Judge Crater, 
described by Winchell as "the so-called 
missing judge. . .who is hiding about 
10 blocks from here." 

Set down in flash sequence the fol- 
lowing names add up to a pilgrim's 
progress in radio censorship through 
the years : 

Fred B. Shaiv; Franklin Ford; Vic- 
tor M. Berger; ffeyicood Broun; Up- 
ton Sinclair; "'Doctor^' John R. Brink- 
ley; Norman Baker; Rev. Bob Shiiler; 
Wilbur Glenn Voliva; Frank McN inch; 
Judge Rutherford; Boake Carter; Mae 
West; Orson Welles: John Shepard, 
3rd; Father Charles E. Coughlin; Jean 
Muir; Frank Costello. 

Franklin Ford was an early hatrio- 
teer operating in New York City and 
attacking Catholics, Negroes, and Jews. 
He vent spleen aplenty on Al Smith. 
Criticized for not allowing those he 
attacked any opportunity for rebuttal 
on his station, Ford bluntly stated he 
cared not a whit for fair play. 

Advertising agency talent was mus- 
tered in the California campaign to 
keep Upton Sinclair out of the gover- 
norship. The methods used to win 
are not. in retrospect, admirable. The 
radio was liberally used to disseminate 
phoney "interviews" ostensibly at the 



WFBR FAMILY PROMOTION! 




PACK LOCAL AMUSEMEHT PARK! 



Families all over Baltimore listened to WFBR's 
advance promotion for WFBR "Family Day" at 
Gwynn Oak Park. They believed what they heard — 
and then acted! 

Family after family stormed the park! 

WFBR is proud of this record-breaking pro- 
motion — proud, too, that it is Baltimore's 
real "family station" — the station whole 
families listen to, enjoy and trust implicitly. 

Yes, we have the Hoopers, too — in some 
cases startlingly high. But more than 
that — we have the confidence and 
solid loyalty of Baltimore families! 

Ask any WFBR representative 
or John Blair man to tell you 
about it. 



RAPIO 
STATION 



ABC BASIC NETWORK • 5000 WATTS IN BALTIMORE MD. 
REPRESENTED NATIONALLY BY JOHN BLAIR & COMPANY 
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^tate border ostensibly with incoming 
hoboes, panhandlers, and Jooks fami- 
lies, all of whom in moron lingo en- 
dorsed Sinclair. This was holding 
."Sinclair down while hired actors read- 
ing CO])) writer fiction bestowed upon 
his brow the try-to-prove-you*re-inno- 
cent li])stick marks of the professional 
frame. Kven the politicians were 
scared by that California performance 
and nothing like it was ever tried 
again. 

"Doctor" John Richard Brinkley, 
who wore a goatee and kept goats, also 
aspired lo governorship. He came 
within 40,000 votes of winning in 
Kansas, split the Republican ticket and 
elected a Democrat. Brinkley 's first 
station. KFKB (Kansas First, Kansas 
Best) sened as platform for unortho- 
dox theories on old age in the male 
sex. When it got too hot for him in 
Kansas. Brinkley shifted to a high- 
powered jNIexican station whence he 
continued to drum up trade for his 
goatgland operations at $750 per each. 
A contemporary of Brinkley was can- 



cer quack Norman Baker who operated 
in Iowa and ended in Federal deten- 
tion. 

Note that several of the names on 
the pilgrim's progress list represent 
religiosity. "Fighting Bob" Shuler 
(Los Angeles) Wilbur Glenn Voliva 
(Zion, 111.) and Judge Rutherford 
(everywhere) used radio aggressively 
in furtherance of their respective 
brands of evangelical primitivism. In 
the process they sowed not a little pub- 
lic discord. Frank McNineh may stand 
for the churchly v iew on liquor. He 
was Roosevelt's rabidly dry Federal 
Radio Commission chairman and as 
such he nailed down with a sledge- 
hammer the censorship of liquor ad- 
vertising on the air. 

British-born but anti-British was 
Boake "I Talk As I Please" Carter, a 
Philadelphia city editor who became 
a sponsored radio soothsayer. In the 
end Carter grievously embarrassed 
Philco by his delight in making ene- 
mies. Embarrassment was also the 
emotional net to Chase & Sanborn. J. 



W alter Thompson, and NBC in the 
furor following Mae West's Sabbath 
evening burlesque of Mother Eve. 
Similiar discomfiture was entailed 
when Orson Welles, always precocious, 
ventured, years ahead of Captain 
I ideo, into the fantasy world of 
"science fiction." 

John Shepard, 3rd, earned his niche 
in the radio censorship hall of fame 
when he attempted to divert Yankee 
network stations to the promotion of 
pro-GOP, anti-FDR views. Shepard's 
challenge compelled the FCC to spell 
out, in "The ^Mayflower Decision," the 
doctrine of balanced scheduling. 

The multiplication of incidents piles 
uj) evidence that radio seemed all sorts 
of an opportunity to all sorts of men, 
some of whom had to be curbed in 
the ]3ublic interest. \^'^hether mostly 
"political." or mostly "advertising," 
or a little of both, the censorship in- 
cidents invariably raised the same 
basic questions of use versus abuse. 
Always the sponsor was reminded that 
he was enjoying a privilege with an 



f WWm^ FII\EST^ EI\TERTAII\EltS 
/tti ON STATION 



THE NATION'S LEADING DISC JOCKEYS 

-^Playing the Finest of Yesterday's and Tomorrow's Music and Selling You 
the Merchandise and Services of the Nation's Finest Business Houses... 



1. BILL LEYDEN 6:30-8:45 A.M. 

2. JOE YOCAM 9:00 - 9.30 A M, 

3. MAURICE HART 10:15-12 N. 

4. BILL ANSON 12 Noon~3 P.M. 

5. PETER POTTER 3:00-4:30 P.M. 

Sundays 10:00-1:00 P.M. 

6. RED ROWE 5.00 - 6:00 P.M. 



FOR 





Plcu OUTSTANDING NEWS COVERAGE ° 



Ace Newscaster BOB FERRIS \ 
you up to tlie minute news seven 
daily at 8 and 8:45 A. M. and 
News Coverage at 10:30, 11:30 
and 1:30; 2:30 and 2:45 P.M. 
In tlie Evening DAVE BALI 
brings KFWB listeners the latest 
at 6-8:30 and 9:45 P.M. 



PtcM. SPORTS FLASHES ond RACE RESULTS 



All day long starting at 10:45 A.M. KFWB and 
ANGELES DAILY NEWS presents tlie latest spoi 
and race results at 15 minutes past tlie hour and 1' 
before the hour. Also Complete Sports-Race Roi 
6:15 P.M. 



Picu MANY FEATURES AND PUBUC SERVICE PRIK; 



V^THE ELEANOR ROOSEVELT PROGRAM 

★ PLATTER PALS ★COMMUNITY HOUR ★THJ 
LOS ANGELES BREAKFAST CLUB ★UNITED 
NATIONS TODAY )f NEWS IS OUR BUSINESS 

★ THE DOPE TRAFFIC ★melody OF YOUTH 

★ masters IMMORTAL and many otFiers. 



7<^2i» RADIO! 



RADIO gives you EVERYTHING 
while you're doing EVEHnH/NG 
you want to do! 



Nationally represented by 

WILLIAM G. RAMBEAU CO. 

NEWYORK-CHICAGO-SANfRANCISCO-HOlirWOOO 
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etiquette attached to it. Sponsors were 
not expected to swing from the family 
chandeMer or throw cigar ash on the 
parlor carpet. It was a nice toss-up 
on occasion between strong-willed 
quacks and strong-willed local mer- 
chants who did their own announcing 
out of sheer egotism although their 
voices might rasp like a paring knife 
on plate glass. 

During the furor in the 1930's over 
late afternoon kid serials a number of 
sponsors cancelled off the air altogether 
rather than meet the honest criticisms 
of child welfarists. parent-teachers, 
consulting psychologists aimed at wild- 
ly lurid cliffhanger type of suspense. 
A thoughtful executive with employ- 
ment experience at both NBC and CBS 
believes it very likely that these two 
networks have turned down firm con- 
tracts amounting to $12,000,000 since 
1936 because the prospective adver- 
tiser would not choose the kind of en- 
tertainment the networks wanted for 
over-all quality. (He's not so certain 
the same offers would be turned down 
today!) Suffice that any check-list 
of radio censorships would have to 
include these "not good enough" re- 
fusals about which little is ever said 
publicly since the facts are almost im- 
possible to document. 

In a second article, next issue, this 
sponsor s-eye view of censorship will 
turn to some of the present and pros- 
pective problems in television. 

For the moment it seems appropriate 
to close out this first article by recall- 
ing a classic remark of the former CBS 
general manager, Edward Klauber. 
"Bad radio," Klauber repeatedly lec- 
tured sponsors, "is never good adver- 
tising." That may still be the best 
connnent ever made on the subject of 
program censorship. 



BANKS ON AIR 

{Continued from ixige 33) 



tisnig 



director. Republic National 
Bank, Dallas, suggests, "one-shot adver- 
tising in most cases, is money thrown 
away." An ad manager may schedule 
13 weeks of air advertising, then ner- 
vously evacuate it for another medium. 
He doesn't realize that building confi- 
dence and good-will is a long-range 
job. 

(2) Stuffy copy. Because Some 
ad managers are overly conditioned by 
the rather aseptic marble interiors of 
their institutions, chilling rows of sta- 



in Lynchburg, local programmi ng PAYS OFF 

(IN ORANGES TOO) 



produce CompaM. 



vv«rK. Virginia 



Dear J^^^' 



intne country-. ^° '^^^ 

Bay " 



AND . . . among others, we also hav^e renewals 
for local programs which paid off in refrig- 
erators, used cars, beer and ale, tire recaps, 
patent medicines and model airplanes. 



WWOD 



Lynchburg, Va. 
Walker Co., Rep. 



In Lynchburg, local programming PAYS OFF 
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AND GET 
THE RIGHT ANSWER 
FROM BMB FIGURES 

The primary purpose of BMB 
statistics is to provide a basis 

for an accurate measurement 
of physical coverage 
among radio stations. 

When these figures are evaluated 
by a method that lets the 
element of program popularity 
creep in, the result can be as 
inaccurate and confusing as if 
you were to add cats and 

dogs together— in an effort 
to determine how many cats, 
and how many dogs, you had. 

You are very likely to come up 
with figures that are unfair 
to many radio stations. 

We have developed a method 
of evaluation that prevents such 
errors when dealing with 

BMB figures. It's sound, 
simple, easily applied. 

May we tell you 
k more about it? 

RADIO STATION REPRESENTATIVE 
22 EAST 40th STREET ' NEW YORK 16, N. Y. 

NEW YORK • ST, lOUlS 
CHICAGO • lOS ANGEUS • SAN FRANCISCO 




' tistics. and a technical business college 
vocahular) , they think radio copy 
shoidd he equalh jjonderous. The re- 
snlt is wlial one account executive de- 
sciihes as "tomhstone advertising." Of 
course radio listeners ignore the hank s 
message; it s as palatable as a bank s 
monthly financial statement. 

(3) Lacklustre projiraniiiig. 
Banks, almost of necessit\. must be 
conservative. But their ad managers 
make a grave error if the\ think ihey 
can win the public ear b\ sponsoring 
starch} pif)grams. The bank's pro- 
gram, after all. must compete with 
other shows designed to woo popular 
appeal. This doesn't mean a bank 
.should sponsor a fri\olous or blood- 
and-thunder program: there are plen- 
ty of shows that will combine decorinn 
with entertainment. But obviouslv a 
program will fall flat on its faimy be- 
fore the public if. as in one l ase report- 
ed to SI'ONSOH, the show was so dull 
that even the bank ad manager didn't 
take time out to listen to it. 

(4) Inexpeiieiifed advisors*. 
Handling bank advertising often re- 
quires spe'cialized knowledge — an un- 
derstanding of government bank regu- 
lations, a grasp of interest and che< k- 
ing techni<-alities, and, above all. an 
awareness of what is niathematicalK 
accurate and what exaggeiation. Fre- 
(piently. a bank ad manage)' will use 
the ser\ ices of an ad\ ei"tising ageni y 
inexperienced in such matters, (conse- 
quently, the agenc} may botch up the 
bank's reputation b) making erroneous 
statements on the aii ; or. worse still, 
sliek to fuzzy institutional ads. rather 
than tr) to simplif\ and eidiance the 
bank's services to the public. 

While this list of sins sounds rather 
imposing, it shouldn't be misconstrued 
as appl) iiig to all bank ad\ertising 
managers and their ad agencv advisor.*. 
A vast nund)er are doing a top-notch 
job and, whal's more. ha\e been mak- 
ing an extremely jjrofitablo use of air 
ad\erlising. To help bankers in a 
(piandar) about radio. .s|>()^S()l{ out- 
lines below the experiences of some 
banks who've succe.ssfull\ rc^aped a bo- 
nanza from the air. 

An outstanding lead(M in the intelli- 
gent use of air ad\ertising is the Man- 
ufacturers Trust Company, America's 
fifth largest bank, with !()•) bank 
bran( lies in Greater New ^ ork. This 
sponsor has ( ontinued to increase its 
use of air advertising I via Pearson Ad- 
vertising Agenc) . Inc.. SNew ^ ork ) c\ei' 
since il started with Uoh Smith on 



WXBC on April 14. 1947. 'It now 
spends an estimated $100,000 amiually 
for this radio battery: 

Daytime participations on platter- 
spinner John Gambling's Rambling 
with Gambling on WOR: three times 
weekly particij)ation on the bausfrau 
Margaret Arlen Show, WCBS, .'5:30 to 
9:15 a.m.: 10 mimites twice a week of 
the Hob and Ray Program, 8:03 to 
8:15 a.m., WNBC: twice weekly par- 
ticipation on the \V.)Z disk jockev 
show. Herb Sheldon, 7:15 to 7:45 
a.m.: three times we(»kly oiie-niinute 
announcements after 6:00 p.m. on 
WQXR. Recently, it also has been ex- 
perimenting (via AlcCann-Erickson I 
with 20-second filmed annoimcements 
on \\X:BS-T\ , WABD. and \^'KBT. 

In planning their air advertising 
campaign. Manufacturer Trust's effi- 
cient advertising staff personnel have 
made se\eral smart moves. First of 



Piott«#r Savings and 
Loan in^rsased its 
deposits from $400,000 
to $f,400,000 In six 
months in Los Ansetcs 
and to $13,000,000 
in less than thne 
years' time. It soys 
the greatest share 
ot the credit goes to 
THt HOUSSWIViS' 
PROTKTlVi liAGUi 
Most sa/e5-effect(V« 
participating program 
...any where i 
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all, they employ the services ol an 
account executive, Charles 11. Pearson, 
with more than 15 years of experience 
in handling hank accounts, like the 
Federal Savings and Loan Association 
of New York. A knowing adman who 
hcgan by handling hank advertising in 
the Twin Cities. Pearson has a keen 
perception of the intricacies and psy- 
chology of selling financial services. 

Secondly, the sponsor employs sound 
logic in slotting its air advertising. By 
spreading its messages over several 
shows, Manufacturers Trust has the 
law of averages on its side in its at- 
tempt to reach the greatest variety of 
listeners. Its commercials now reach 
about 2,000,000 persons weekly in 
Greater New York, at a cost of 3o(* 
per 1.000. What's more, as Pearson 
points out : 

"The use of moniing time to do the 
brunt of the sales job is logical for a 
bank. Even more than a retail store, 
the bank looks for customers during 
the usual business hours; and morning 
broadcasts bring the call for action — 
the message — in closest proxitnity to 
the time for action. Early morning ra- 
dio that tells the husband and wife, the 
)oung man and woman oiTice em- 
ployee, how they may meet the money- 
problem, is a natural. Chances are 
they'll act upon the advice the same 
day they hear about it on radio." 

Thirdly, unlike some other banks. 
Manufacturers Trust encourages in- 
formality in the delivery of its com- 
mercials. The d.j. or ni.c. is urged to 
sell the copy to listeners instead of 
reading it to them. Friendliness is the 
keynote. Indeed, the commentator is 
even urged to ad lib the commercial, 
as long as he doesn't deviate from the 
facts. Thus the commercial sounds as 
though it were delivered, with genuine 
personality, by a house-to-house sales- 
man; not by a cold fish statistician. 

Finally, the commercial copy, writ- 
ten by Pearson himself, president of the 
agency, contains hard nuts-and-bolts 
"sell," rather than airy institutional 
verbiage. As one Manufacturer's exec- 
utive says, "The average Joe listen- 
ing isn't interested in hearing a lot of 
pedantry about the age and dignity of 
the bank, its history, and the grave 
burden it shoulders. What he wants 
to know is. "What can this bank give 
me? Can I get a loan from it, even 
though I'm not a big businessman? 
Why should 1 start a checking account 
there?' No appeal is stronger than 
.-elfish self-interest.'" 





NORTH — "Now we know 
how good BOSTON BLACKIE 
reolly is. His 16.5 roting in Min- 
neopolls far higher thon we 
thought we hod ony right to ex- 

P^"^'-" Says Tidewater Oil Co 
EAST — ' BOSTON BLACKIE, 

consistently good." In New York 
City, the highest roted show — 
oil limes, oil doysl 
Soys- R & H Brewing Compony 

SOUTH — "BOSTON 

BLACKIE hos the most loyol lis- 
tening oudlence of ony show 
we've ever hod on the oir ond 
is loke Chorles' most outslond- 
ing mystery progrom." 

Says: Stat/on KLOU, 
Lake Chorles, La. 

WEST — "BOSTON BLACK- 
lE's 19.1 roting the highest roted 
show fever on Sunday ofternoon 
in Konsos City." 
Soyj; Rogerj ond Smilh Agency 
For tong-Ho// toundry 



And you'll praise him too! 

Your client will be quick to acclaim 
the tremendous sales results 
chalked up for him by BOSTON 
BLACKIE — radio's greatest point- 
per-dollar buy! 

For details, write, wire or phone 




riii> >liategy is reflcrtcd in the nie- 
>;ige5. wliifli sell such scr\ i;.cs as per- 
sonal loans, special iheckinsi. safe de- 
posit boxes, auto loans. The conuiiu- 
nit\ iieiglihorliness of the hank is 
j)()iiilecl II]) by inclusion of the {)hrase. 
"You'll find a Mannfa< turers Tiust 
Company office just around the <orner, 
\\hcre\er vou live in Greater Xeu 
\ ork." 

This strategy seems to have paid off 
well in high listenership. On< e. when 
Manufacturers Trust oifered a baseball 
schedule over four New \ ork stations, 



it ua^ bombarded \Nith over 20,000 re- 
quests. 

Although Manufacturers Trust be- 
lieves in unbending in friendly fashion 
before the puldic, it still doesn t believe 
in going overboard. The sponsor, for 
example, doesn t believe in the use of 
jingles for a bank. "W bile the Ameri- 
can temperament is such that wc like 
informality to the point where we pre- 
fer wearing dungarees to a dinner 
jacket," it says, "we still expect a cer- 
tain amount of dignity from people 
who handle our money. A lot of peo- 



cm SEEKS SOLUTION 
TO TRAFFIC CONGESTION 

Overpass, Limited Parking 
'=^^^ilJ[o City's Big Problem 

^^•nse traffic on Fifth 
fng peak hou'— ws-^ 
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jyoulJJ^^ll^i;^:^ 

Pan American Has 
Busiest Month on 
Record in Alaska 

. Pan American 

D. E. :a„ic and sales 

world Airways afU ^^^^^^ 

e toSav thai June v-'as ^th^ 
Sded in 



Day after day headlines 
I Anchorage and Fairbanks 
herald the events that 
continue to make Alaska 
ie nation's No. 1 busy spot 
, , . a booming, rich new 
market for your products! 

Most potent sales force 
In this vital new market Is 
the powerful KFAR-KENI 
combination. No other 
medium can match It for 
coverage and economy — and 
most important of all 
— results! Ask our Adam 
ft^^^ Young representative for 
I proof and market facts! 

I .a 

AiiUiaies: 

NBC • ABC 

Mutual Don Lee 



IDNI6HT SUN BROADCASTING CO. 

KFAR, FAIRBANKS KENi, ANCHORAGE 

10.000 W.tti. 6M KC 5.000 W.th, 550 KC 

(Sold laparataly — or in Cf^mbinalion at 20% Diicount) 



GILBIRT A. WILLIN6T0N, N«t'l A4v. Mgr. 
•33 White BMf.. S*«Hla 



ADAM J. YOUNG. Jr.. Inc.. tmpt;. Rtpi. 
Now York • CkicofO 



pie might consider shiging coiiinier- 
cials too llippant for a bank. It niiglii 
take away from the respect tliey hold 
for the institution.' 

While this philosophy might hold 
true for a commercial hank, man) sav- 
ings banks contend jingles are fine 
salesnrcn for their particular audience. 
A good example is Union Dime Sav- 
ings Bank, which had been using a 15- 
minute news program on WOR since 
May, 1949. Uecently, though {via Ce- 
cil & Presbrey), it has been experi- 
menting with jingles contained in one- 
iniiuitc announcements on Rayburn & 
Finch, WNEW. and on WMCA. Its 
cute cal)pso jingle is written by Irma 
Kriger. secretary to Phil Thompson, 
radio/TV eop)- chief at Cecil & Pres- 
lirey. The agency was so pleased with 
Miss Krigcr's musical effort that it paid 
her a bonus and elevated her to the po- 
sition of assistant copy writer. It goes 
this way: 

''Docs money in your pocket hum a 
hole right through? 

Then Union Dime has a message for 
you; 

If you save a little money out of 

every pay. 
You'll have a lot for a future da). 
Your money's earning interest, and 

it^s hand) anytime 
In a savings account at Union 

Dime." 

This is followed by an offer of Union 
Dime's free city subway map. ("Not 
only will it show you how easy it is to 
get to Union Dime, but it's a handy 
map to have at any time.") 

Says Miss Kriger: "Our announce- 
ments have been on the air for only a 
short time. But response to the sub- 
way map offer shows they're pulling." 

A de\ out believer in news and an- 
nouncements is the National Shawinut 
Bank of Boston. John J. Barr), the 
bank's vice president in charge of ad- 
vertishig. works with John Hamm, ac- 
count exe<utive at the Blow Company, 
New York, to cover Boston in radio 
and 'lA . The Shawmut, with it.-^ 29 
branches, has been sponsoring news- 
casts on W REI, WORL. WHDU. sta- 
tion breaks on WEEK WNAC. A high- 
light of its programing is the five times 
weokh, IS-miiuiles nightly Shawmut 
A'ighllv iXewslelter, featuring C. T. 
Scaiilon, cit) editor of the Boston 
American, on W BZ-T\'. The format of 
the show was outlined by Harry ta 
SPONSOR this way: 

"Five mimites of live news by Scan- 
Ion; eight and one-half mimites of film. 
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using Teleiiews as tlie basic iilm, with 
some local shots added or substituted; 
the Goodman Weather Puppets with 
the weather forecast; the usual com- 
mercial; Scanlon returns at the end of 
the show for one miimte of live bul- 
letins. The setting of the live portion 
of the show is a replica of a manager's 
office in a Shawmut Bank. ' 

Barry adds: "Beginning September, 
we also will sponsor March of Time's 
Crusade in the Pacific Sunda\' nights 
on WBZ-TV. It will be under the over- 
all caption. Shaivmnt Home Theatre. 
which has been on TV since tlie open- 
ing of the first station in Boston in 
June, 1948." By continuously hammer- 
ing home the air message, "When you 
think of banking, think of Shawmut." 
the hank belie\'es it has built up its 
trade from the man on the street. 

Many banks have found an astute 
way of gaining prestige e<:'ononncally 
by co-op sponsorshi]3 of network news 
commentators. As Sally llaynor, as- 
sistant co-op director at Mutual Net- 
work, says, "An increasing numl)er of 
local banks have found co-op sponsor- 
ship a gold mine." 

Mutual's wonder boy. Fulton Lewis, 
for example, now boasts 101 bank 
sponsors — eight more than last year. 
They range from the Colorado Savings 
& Trust Company, through KOKO, La- 
junta, Colo., to the National Bank of 
Topeka. through KTOP, Topeka. Kans. 
Other Mutual commentators wdio get a 
high bank sponsorship: Cedric Foster. 
sponsored by banks like Denver Na- 
tional Bank, through KFEL. Denver. 
Colo.: Cecil Broivn, Citizens. Farmers 
& Merchants Bank, through WLBJ. 
Brewton, Ala.; Bill Cnrining/iaiii, Citi- 
zens National Bank, through WMOX. 
Meridian, Miss.; Robert F. Hiirleigh. 
Peoples National Bank, through KANE, 
New Iberia, La. 

ABC has found that a great many 
banks get excellent returns through co- 
op sponsorship of informative-current 
event programs. For instance, 13 banks 
co-sponsor America's Town Meeting 
of the Air: some l.S co-sponsor Head- 
line Edition, the show of "news and 
the famous people who made it"; and 
16 co-sponsor Edward Arnold's Mr. 
President. 

Still another air outlet for banks who 
wish to get out of their ossified ivory 
towers is the use of sparkling program 
service shows, obtained through local 
stations. The World Program Service 
reports that a total of 217 banks are 
now employing its features. For those 
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To a Time-Buyer 
Up to His Ears 
in Statistics 




We have nothing against the niathematieal 
approach. It serves a purpose and it serves it 
well — and using slide rule. Comptometer, 
abacus, or counting on our fingers, we ean 
prove that WMT is an excellent buy in an 
excellent market. But . . . 

But figures ean't measure the entelechy of a 
station. How do you weigh the rapport which 
prompts a listener to report that his day isn't 
over until he hears "good night" from WMT? 
Howr do you measure the cooperative spirit 
which motivates WMT listeners? In the last 
March of Dimes drive our 270-lb. sports di- 
rector wanted to raise his weight in dimes — 
$4900 in folding money. Listeners contrihnted 
jive times his weight. 

How do you score the community spirit w hieb 
causes listeners to depend on WMT for hel])? 
During a recent baling wire (for hay) short- 
age WMT broadcast a plea for the stuff — 
and ser\e(l as a clearing house to enable 
ha\e-nots to get it from haves. 

What's our cnteleehy? It s public service and 
farm service: it's market reports and sports 
news — not just the big press wire dope, hut 
also what we dig up ourselves about local 
games. It's frost-warning and storm-signals. 
It's national and international and county 
and township news. It's bigtime CBS pro- 
gramming — and around-the-corner S(iuare 
dances. It's the high regard which makes 
Eastern lowans say, "I was brought up on 
WMT." It's heyorul statistics. 




5000 WATIS. 600 KC. 

Represented Nafionally 
by the Katz Agency 



BASIC COLUMBIA NETWORK 



CLEVELAND'S C/tA^ STATION • WJW • CLEVELANO'S/^J^ty^oTSMSNAL- WJW • CLEVELAND'S S 

Chief Says: 

"My braves know how to open door, 
Moke the pitch and dose the sale. 
fi,v^ Chief Station 'spots' sure offer more 




'Cause they get in where others fail." 

SALES SUCCESS STORY 

No supersalesmen? Ask H-R 
Reps or Hal Waddell about 
Mines, Clifton or Freed . . . yfiMX best salesmen 
in the Greater Cleveland Market. 

CLEVELAND'S 
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BASIC ABC 

CLEVELAND 15, OHIO 



REPRESENTED NATIONAtlY BY H-R REPRESENTATIVES, INC. 
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CBS 

WHP 

5000 W«TTS> 
580 K.C 



Wilioiuil llt'p, 
Thi> lh>Uiug Co. 




SOOOwatts 

580k.c. 



f/ic lii'^ sltilitm 

Iff lllf A»' v.sf 

sUtlr . . . 
Ihirrishiirfi. I'ti. 





Scrotchcs, digs, oil spots, embedded dirt, 
and other film blemishes show up on the 
screen ond disturb the sound. They reduce 
entertainment value and debose commer- 
ciols. To secure best results from picture 
and sound track —ond to sofeguordpresen 
lotion prestige— see thol your TV films gel 
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FILM TREATMENT 



PEERLESS 

1B3 Wist 4Bth Slnet 
!99 S«WJrd Strut • 



FilH mCESSJNII 

CORPORATION ^. 
. HiwyerU9,H.T.> 



who like homei-piiu j)liiI()sopli\ . tliere 
is Waller Huston's Foruard America, 

i sponsored by institutions like the Fed- 
eral Savings & Loan, through KUL, 
Seattle: and Robert Montgomery's 
Freedom Is Our Business, used by 
hirst National, through kWBE, Bea- 
trice, Neb. And for those wlio prefer 
popular music, there is Steamboat Jam- 
boree, with Lanny Ross, used by banks 
like Bank Trust, through KBTH. Du- 
l)U(|ue, la.; and the ])ick Uaymes 
Show, used by City National Bank & 
Trust, through KTOK, Oklahoma City. 

To gain <'oiniuunit\ standing, many 
banks have been buying educational 
shows with a human interest slant from 
the syndicated program ser\ ices. To 
take but one example, Harry S. G(Jod- 

' man Radio Productions, which has 
over 100 bank clients, has had good re- 
sults with Voices oj Yesterday. This 
(juarter-hour s\iulicated show features 
the voices of Americana personalities 
like P. T. BariHun. Florence Nightin- 
gale. William Jeimings Br\an, and 
|)residents dating back to Grover Cleve- 
land. Institutions on the order of the 
First Federal Savings & Loan of Beau- 
mont, Texas, and Liberty National & 
Trust Bank. Savannah, (7a.. direct it to 
children. When the series is over, the 
banks buy the transcriptions from 
Goodman at cost price: then jjresent 
them to local school supervisors. When 
the series is j)la\ed back in classrooms, 
the youngsters are urged to learn the 
distinctive voices and messages of the 
oldtime celebrities. 

The notion that catering to t!ie chil- 
dren ill the connnunity is good busi- 
ness for banks is graduall) catching 
on. One bank that realizes the value 
of curr\ing the favor of future de- 
positors is Tro) Savings Bank of Troy. 

I N. y. Heretofore, it had been using 
newspaper ad\ertising mostl) . Rut be- 

t ginning this jear I via Doremus & Com- 
pany, New \orkl it started broadcast- 
ing an offer to children: dime banks at 

1 a cost price of SL2.S apiwe. ll got -ST.S 
reipiests. cash enclosed. In its com- 
mercials, it now sells specific services, 
like banking by mail. Christmas and 
Vacation Club sa\'ings. and bank life 
Insurance on a WTRY news show. 

While o\er SO banks ha\e ahead} 
f^xtetided their radio ad veitising b\ ex- 
perimenting in T\'^, mau\ other hanks 
are somewhat reluctant to try the new 
medium. The chief drawbacks, as oiU- 
lined l)\ John B. AKick. .jr., deputy 
manager of the AiiuMican Bankers As- 
sociation, are three : ll) cost: (2 I j)ro- 
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Ready-Made TV Audience 
in a PROFITABLE MARKET 



graining: (3) avanahility. "The quali- 
ties that make a good l)atiker are not 
the same as those that make a good 
showman, nor for that matter, a sales- 
man." he warns. And an account exec- 
utive aj)j3ends: "The voice of radio 
can sell a hank's services; but I don't 
see how displacing greenbarks visualh 
in a bank teller s cage can sell any- 
thing." 

Howe\er, by enrjjloying the same 
adroit showmanship for TV that they 
ha\'e on radio, several banks are ex- 
ploiting video's virtues profitably. An 
outstanding example is Gerard Trust 
Corn Exchange Bank of Philadelj)hia. 
which has been spt)nsoring the half- 
hoar night variety show, featuring Koy 
Neal, Open House on WPTZ-TV since 
1948. The commercial (via Aitken- 
Kynett Advertising Agency, Philadel- 
phia) might show a young couple wor- 
rying about pacing their bills over the 
breakicist table. The next scene shows 
thein ai the Gerard Bank being offered 
couriiy and helpful advice. 

hi summary, it seems clear that air 
advertising can be a profitable invest- 
ment for America's banks — if they 
learn how to use it. The hest sugees- 
tion SPONSOR heard was that banks 
grown sour about broadcast advertis- 
ing should first of all make sure that 
their ad employees have an understand- 
ing of the medium. If their knowledge 
seems limited, then seminars should be 
conducted for both the bank ad man- 
ager and his ad agenc) advisors. Xo 
banker would stand for sloppy book- 
keeping in his business; neither should 
he bear misuse and laxity in bis ad- 
vertising department. -Ar ★ ★ 



RADIO COMMERCIALS 

[Continued from page 4o) 

had to be via long distance phone wliile 
the regular run of business \vas being 
carried on. hence my comment about 
the phone in Hollywood where Crider 
and 1 happened to be, near the close 
of these negotiations. I got very little 
sleep, 1 might add. 

Let's take point two — a little item 
known as money. Some ])eople ask the 
price of a show and nod. Others ask 
for a breakdown to see where it is be- 
ing spent. And a small few can look at 
what is offered and are quickly able to 
tell how much "pie" the packager is 
planning for himself — or if his price is 
too heavy on music — or if two stars 
can be traded for one. etc. In other 




COLUMBUS, OHIO 
Channel 10 



There's no question about WBNS-TV 
Complete coverage of the central Ohio market 



SABINA— 52 miles from Columbus 
-"We get WBNS-TV quite well 
here."* 

KENTON-59 miles from Columbus 
-"The best is WBNS-TV - picture 
good— signal strong."* 



WILMINGTON-58 miles from Co- 
lumbus-"We get WBNS-TV the best 
of the Columbus Stations."* 

NEW LEXINGTON-49 miles from Co- 
lumbus - "WBNS-TV is coming in 
very good— the best of the Colum- 
bus Stations."* 



The consumer data is here, and it shows you why central 
Ohio Is such a rich and responsive market for you. There's 
no question about where to put your TV sales message in 
central Ohio for full coverage all around. Just check the Pulse 
ratings and you will see the popularity of WBNS-TV pro- 
grams in this fastest growing TV market. Read the "WBNS-TV 
Coverage Story" and learn about the bonus coverage you 
get. Yes, top local and CBS stars assure you of a profitable 
and ready-made audience in the rich 24 county central Ohio 
area when you schedule WBNS-TV. 

♦From "WBNS-TV Coverage Story" 
To get your copy, phone Blair TV or write direct. 

WBNS-TV 

CBS-TV Network— Affiliated with Columbus Dispatch and 
WBNS-AM — Sales Office: 33 North High Street 
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Uiiids. ii siiiari agcucN mait can ofleii 
sa\e a < lietil enoiigli m()iip\ before the 
show is signed lo justify llie foiiiniis- 
■^un\ for llic iicxi 52 weeks. 

W hich brings nie lo point three 
what an agenc) (h)es (or should do!) 
during the ensuing weeks of broadcast. 
While it's nice to sit home l)ehind a 
drink and tell yonr friends that what 
ihev re hearing is "xonr" sho>\'. it's far 
nion" inijKtrtant lo be in on e\cr\ step 
of ibe planning of that show. This 
doesn't mean standing a small boy up 
to sit in on story conferi^nres, rehears- 
als, and the like. 

I 



li s been exp<'ricn<e thai ihe in- 
telligenl efTorts necessary to keep a suc- 
cessful packjLge successful are second 
only lo those needed lo build the pro- 
gram from scratch. And by enlisting 
the seryices of talented outsiders (the 
packagers! an agenc\ broadens its fa- 
cilities and makes available to its ad- 
vertisers a whole new field of abilities 
of inestimable value which it could 
never aflord to keep on stalT. I've 
messed around with packages that 
range from nuisic festivals to situation 
comedies and the influence which I've 
seen ageiic\-peoplc exert has usually 



resulted not onl\ in mutual iespe<:t but 
in the more important factor: a vital- 
ly im{)roved program. 

For a fourth point, let me toss this 
in: the amount of adroit research and 
hep time-bu\ ing which can be brougfit 
to bear on any package is boundless; 
these items alone can "make" the show 
and few j)ackagers know the first thing 
about either. 

So I do ho])e that some wee small 
voices will he raised in the future when 
the un-kno\ving bring up the unwar- 
ranted: What does an agency do to 
earn its keep on a j)ackage? All that's 
nc<'d<'(l mav be a change of agencw 

★ * ★ 



MARS AHEAD 

I iCotuinued from page 37) 

' years of the 194()'s. With the possible 
exeej)tion of Siiperrrian, none of these 
shows was ever an\ thing like a nation- 
wide < raze. They never bounded into 
the top brackets because the public 
taste just wasn't there in large enough 
quantities. 

As a perfect example of this, take 
tlie ease of the famous Orson Welles 
Meniirv Theatre broadcast of H. G. 
W'.^lls' "War of the Worlds'" on tlie 
night of 30 October. 1938. 

Uoutine bv current (or even then) 
SI F standards, the alarming thought 
that a real invasion of .Martians was 
actually taking place in New Jersey 
literally seared an estimated 1.000.000 
CBS radio listeners right out of their 
skins. Letters, wires, phone calls, edi- 
torials were heaped on CBS's luckless 
bead. The public at large had been 
hit with something with which it was 
unfamiliar. Becau.se of an imaginative 
script, it had reacted en masse with 
panic, rather than boredom. 

By contrast, Dimension X, \BC's 
literate radio STF series, last year 
made a tie-up with Destination Moon, 
and cooked up a feature stunt to go 
it. r«»rrowing space-suit costumes 
from ibc movies, a c<)U])le of T\'^ ac- 
tors, faces and hands painted green, 
went up to suburban Larchmont, X. Y. 
While feature writer Dick Kleiner 
recorded the public s reaction, the iwo 
paraded aroimd town as Men from 
Mars. XBC had had a few anxious 
moments, ihinking back to the Welles 
episode and expecting that two of its 
th(\«pians would be lynched. Instead, 
people smiled indulgently. an<l cops 
gaih wave<l traffic to one side. One 
youngster, reared in an age of Captain 






To serve you better, The 
Goodwill Station.s . . .WJR Detroit, 
WGAR Cleveland and KMI^C 
Los Angeles . . . have opened an 
Lastern Office with Gordon Gray, 
vice president, in charge. We 
welcome the opportunity to be of 
greater service to our advertisers. 



Mr. Gordon Gray, vice president 

NATIONAL REPRESENTATIVES: 

Continuing »o represent WJR Detroit and WGAR Cleveland.,. 
Edward Retry & Company; 
KMPC Los Angeles . . . H. R. Representatives, Inc. 

THE GOODWILL STATIONS 



FREE 
SPEECH J,6 
MIKE 



WJR WGAR KMPC 



DETROri 



CLEVELAND 



LOS ANGELES 
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Video and coniic books, stared sus- 
piciously at one of the pseudo Mar- 
tians and muttered: liat's lie ad- 



vertis'iiig-r' 



With this youngster's remark there 
died the era of puhlic misunderstand- 
ing and laek of acceptanee of science 
fiction. Instead of creating mass panic, 
the scheduled appearances of Torn Cor- 
belt. Space Cadel at department stores 
this fall will probably be one of the 
greatest puhlic drawing cards since 
Valentino's funeral. 

Today, there are about an even doz- 
en S TF shows on radio and TV. about 
75% of them sponsored by advertisers 
ranging from cereal-making General 
Mills to the watchhand-and-jewelry 
firm of Jacques Kreisler. Some of 
them — like Captain Video, Space Ca- 
det, Space Patrol and the old film se- 
rials — go in for futuristic stories pri- 
marily, involving rocketship travel, 
space pirates, atomic energy, vest- 
pocket TV sets, and the like. By and 
Jarge, these shows are cashing m quick- 
ly on the juvenile interest in action 
STF yarns, but are being careful to 
keep plots believable as projections of 
known scientific principles. 

1 hose aimed at the younger viewers 
started out, for the nmst pari, in re- 
cent sciasons as nothing more or less 
than Westerns with rocketsliips. In 
fact. Post's Captain J'^ideo on DuMont 
even uses Westerns as part of the daily 
30-minnle show, to hop it up and to cut 
costs, passing the film cowboys off as 
Captain Video's "agents." However, 
with the younger generation avidly 
learning the vocabulary of science and 
alert to errors, these shows have been 
taking a slightly different tack. Today, 
the emphasis has shifted more to a 
"popular science" aspect, which de- 
lights educators and affords marvelous 
promotional possibilities. Also the 
demonstration of certain basic moral 
lessons on these shows delights parents. 

Reports DuMont regarding Captain 
Video: "Lately, the scripts have men- 
aces who eventually see the light, and 
adversaries who arc not unscrupulous 
at all. There is a trend now toward 
dealing broadly with social problems 
i i.e., racial tolerance, world peace, 
etc.). and giving advice to those who 
would gain by going against the com- 
mon good." Kellogg's To/n Corbett. 
Space Cadet, which has proved so suc- 
cessful that it is being franchised for 
merchandise use ami for a comic strip, 
has pioneered with this approach. 
"Space Cadet is a logical and scientific 

10 SEPTEMBER 1951 




Markets Grow Fast, too 

Norfolk Metropolitan Sales Area 
Population Increases 60% Since 1940 

When you consider your markets for fall advertising, the Norfolk, 
Portsmouth, Newport News Metropolitan Sales Area is a must for 
any list. WTAR, WTAR-TV, or both will bring your message to 
every home in the area. 

Population is up 60% since 1940*, making this the fastest grow- 
ing market in the top 30 of the U. S. In fact, it is now 29th in 
the Nation in population. In Norfolk-Portsmouth total retail sales 
are up 8.2%, food sales up furniture, household, radio sales 

up 19,2%, automotive sales up 44.2%. In Newport News, total 
sales are up 14.1 y^, food sales up 5.5%, furniture, household, radio 
sales up 20.0%, automotive sales up 66.1%.** 

Check any Hooper and you'll see that WTAR Is the preferred 
station in Norfolk, Portsmouth, and Newport News. In fact, WTAR 
delivers more listeners per dollar than any other station or combina- 
tion. 

Ask your Petry man for availabilities to cash in on this growing 
market. 



NBC Affiliate 
5,000 waits Day & Night 

Nationally Represented by 
EDWARD RETRY & CO., Inc. 



*"The 162 Cream Markets"— J. Walter Thomp- 
son, Co. 

**Sales Management, September I, 195' 
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usiness is great, 
thank you, at • . . 

RADIO 
WOW 




wow is embarking on 
one of the heaviest 
commercial schedules 
in its 28 years in 
business — BUT — 

WOW is like a great 
hotel — room can al- 
ways be found for a 
good client who has 
a selling job to be 
done in WOW-Land. 

WOW can always add a 
cot (with a fine inner- 
spring mattress, too!) in 
the bridal suite. 

Why the great rush of 
clients to WOW, when 
other stations are 
scrajiping for business? 

Because WOW has 10(),()00 
more listening families 
e\ery day and e\ery night 
than its nearest compet- 
itor. Because WOW delivers 
ihis audience at a lower 
cost per thousand. 

WOW 

Insurance BIdg., Omaha 

Telephone WEbster 3400 

Frank P. Fogarty, Gen'l. Mgr. 

Lyie DeMoss, Ass't. Gen'l. Mgr. 
or 

ANY JOHN BLAIR OFFICE 



|3rojection of what life would l>e like in 
the \ear 23.51. It lack? the iiiiprohabil- 
it) of the radio eyrie of seieiiee fiction 
shows in the 1930"s,'" a Kenyon & Eek- 
hardt olficial told SPONSOR. '"Besides, 
no one ever get? killed on Space Cadet. 
We consciously avoid an\ blood-and- 
thunder aspects in favor of sugar-coat- 
ed education." 

The educational value of the STF 
shows aimed at the younger generation 
is of prime importance, sponsor feels 
safe in predicting that this element, 
plus the visual value of TV. is going 
to make the ju\'enile STF shows more 
popular and more productive of sales 
in the next few years than their earK 
radio counterjiarts. In a slightK difTer- 
ent way, this is also Hkely to he true 
of video STF shows aimed at adults. 

The pioneer effort in the adult-leve] 
S IT' show is Tales of Toinorroic. \vhi<'h 



helievc it was i]. F. Kclleriiifi mIio 
once :!iaicl, 'When voii lork llie hihorii- 
l<>r\' <l«or, yon lock out a j;rcal deal 
more than yon k«'e|) in.' Even from a 
.>lriclly sclfisli vicw|)oinl, llie fact is that 
llie |)rize for rc:?<':ir«-ii «ill so to llie 
company or in<li\i<lnal who °;<M> to llie 
|)nl)li<' wilh llic most practical an<l hol- 
iiierclian<iis('<l product, nillior limn lo 
liic producer mIio lia> kept lii>. al)>'lracl 
idea so rarpfiiliy ^ii:ir<ied llial lie li. isn't 
c>cn come to liie point of niarkclin;: 
il.«* 

ALHKKT K. FLKKSCHMAN 
(wcnernl Sales Miiiiiifier 
Sliiiidurd l{riiiiil< 

the Jaccpies kreisler Manuiacturing Co. 
is sponsoring on y\B(%TY through llir- 
shon-darfield. This show, aired e\ery- 
other-week for Kreisler. accounts for 
some three-fourths of Kreisler's $1.- 
OOO.OOO-plus ad budget. Earl) critical 
success and dealer acclaim leads Kreis- 
ler to belie\e that it will he a sales 
su<'cess for the firm's watchhaiids and 
jewelry as well. 

Accortling to e\-agcn<') man (;ef)rge 
Fole\ . wh(t is co-|)r()(hK(M- with Dick 
(Gordon of Tales of Toinoi roic, the 
adult STF show cannot ho|>e lo he a 
>ucccss h\ confining itself to fiituristi<' 
w ho(i|)dp(l()o and gadgetr\. "We use 
chara<'ters and situations that arc \h- 
llevahle. against a framework of sci- 
ence fiction." Folc) told SPONSOR. "The 
emphasis is on good stoi \ \ alues. mel- 
odrama and sns|iense- not on scaring 
the audience with Venusians who ha\e 
two heads. The scientific aspects. (»f 
course, nmst he logical. Human emo- 
tions an<l moti\ ations nmst he the 
same, even thou.sands of vears in the 



future, or the audience won't hu) it. 
We may run wild in getting futuristic 
sets and costumes, hut thev are just a 
background for real adult dramatic 
situation.s." 

Foley and Gordon, incidentally, are 
making some big plans to become the 
ranking STF producers in radio and 
rV. Both feel that it is the coming 
thing, and have already packaged an- 
other STF show around the idea of an 
interplanetary agent who is a sort of 
jet-|)ropelled Sam Spade. Other radio- 
TV packagers and video film produc- 
ers are making plans to get into the 
science fiction act. 

There are se\ eral existing TV and 
radio shows, primarily aimed at adults, 
who ha\e been using occasional or fre- 
quent scripts with a strong or outright 
.STF flavor. Admiral's Liglits Out on 
\BC-TV has been airing STF scripts 
on a one-in-four average, using sto- 
ries like Martian Eyes (visitors from 



Bob Hifl Company got 
B,88S orders within 
6 weeks anit found 
"reonteri tar BXtaedAti 
our other programs'* 
when If offered pfaitK 
bag sets ($1.00 each) 
to the Minrteapotta 
radio ti^ener^ 
who were reached by . 
tHf HOUSiWIVK* \ 

Most sales-effectiva ^ 
piirtUipatln g*progrxim 
„anywftfiref ■ 
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space), The Ciuslied Rose (civili/atioii 
vs. robots), and Follow Me. (lonpliiiess 
of hnnioital life I. P&C's Fiieside The- 
atre has filnied an occasional stor\ like 
Shirlev Jackson's famous yarn about 
life in the V\. S. following an atomic 
war, The Lottery. Other shows, like 
Mutual's Mysterious Traveler and Mur- 
der by Experts, CBS's Escape, and 
General Mills' Armstrong of the S.H.I. 
on ABC radio often use stories with a 
strong STF slant. 

Because of its al)ilit\ to fire the 
imagination of adult audiences with 
colorful words. musi<' and sound ef- 
fects, radio has enjo\ed its own boom 
in adult STF shows. Radio shows like 
NBC's DimesioH X and Mutual's 2,000- 
Plus make no attempt to compete with 
the visual appeal of TV shows like 
Space Cadet and Tales oj Totnorroiv. 
Instead, thej use radio's freedom to 
use as many "'sets" as the writer 
wishes, letting the listener picture the 
whole thing for himself. As a matter 
of fact, most producers of this type of 
show prefer to under-write rather than 
over-write their descriptions. Each lis- 
tener can then imagine the settings and 
characters as he pleases. 

Many radio men have told SPONSOR 
that they feel that STF radio drama 
for adults — which can be done on pro- 
gram budgets ranging from $1.2.50 a 
week to $3.000 — is one of radio's great 
hopes for the future. It operates in the 
realm of true imagination (if done 
well), where it is outside the competi- 
tion of television and films. 

SPONSOR asked many clients, produc- 
ers, agenc) men and writers to make a 
few futuristic predictions of their own 
regarding STF on the air. Responses 
were enthusiastic and optimistic. 

The consensus: Action-packed STF^ 
stories aimed at the juvenile audience 
will enjoy increasing popularity in TV. 
but are not likely to be a widespread 
su<cess in radio. Adult science fiction 
\arus will have a less dramatic l)Ut 
stead) upbeat in TV, and the "think 
piece" t)pe of STF shows will find an 
important niche in radio. Juvenile 
shows will be among the greatest jjro- 
ducers of premium successes in broad- 
casting's history; adult STF shows will 
have strong promotional angles. 

SPONSOR feels that broadcast adver- 
tisers generally will do well to pay 
careful attention to the STF trend. In 
fact, amid the roar of rocketships and 
the cheerful ringing of cash registers. 



ONLY 



ONE STATION /S) 



COVERS 



The SEVENTEENTH STATE* 




22 cities 
428 towns 
54 counties 
2,980,100 citizens 
840,040 radio families 
only NBC station 
more people than 32 states 
more goods purchased than 34 states 
more spendable income than 36 states 



a compoct market of 54 
counties in Eostern New 
York ond Western New 
England whose population 
exceeds that oi 32 states 



WGY 



THE CAPITAL OF THE 17th state 



it will be hard to ignore. 
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A GENERAL ELECTRIC STATION REPRESENTED NATIONALLY BY NBC SPOT SALES 
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BRIEFLY 

(Continued from page 50 i 

tar\ hitlers from viewers in iriiii^e 
area> in Indiana ( E\ an>ville. 102 miles 
a\\a\f: Tenness(>e (Elgin. 141 miles 
a\\ a\t and KenUiek\ ( Cohunl)ii>, 212 
niile< distant). 

* • « 

WLW. ABC affiliate in Lancaster 
lelehrated ils fifth aimi\ersar\ recent- 
l\ In providing a gala jnnket for 
Y. advertising agenc) timehnyers and 
trade press representatives. Ccle!)ra- 




Timebuyers, guests, return from WLAN fete 



tion included refreshments, golf, swim- 
ming, and a steak luncheon at the I^an- 



ca^ter Country Club. Trip was headed 
hy Roliert S. Keller, of Robert S. Kel- 
ler, Inc.. WLAN sales promotion rep- 
resentati\ c. 

* « «- 

W'W'UL in New York is celebrating 
its 25th anniversary. The reason for 
its longevity and eonnnercial success: 
a policy of "bulls-e\e" specialized pro- 




Original studio: WWRL celebrates 25th year 



' graming featuring broadcasts in 13 
i foreign languages and one third of its 
daily 17 hour schedule devoted to the 
Negro market. The W'oodside, Queens, 
station .still airs its programs from die 
original site of the station's first broad- 
cast. 

* * » 

I". S. Steel recentl) featured the 
"home town boy who made good ' 
when they broadcast from Donora. Pa. 
Their ABC Summer Symphony guest, 
.Stan Musial. the National League's 
leading hitter and all-time St. Louis 




Steel's Hicks and Hevesi; Musial form star trio 

Cardinal great. Alusial's birthplace, 
Donora, is one of the country's most 
important steel proilucing towns. U. S. 
Steel's The Theatre Guild on the Air 
moved into ils se\enth year on 9 Sep- 
tendier with its initial winter offering. 
"The Heiress. 




0 




18 of the 20 top-rated ^ 
programs are on CBS 
• • • and in Buffalo 
CBS is WGR 



RANO BUILDING, BUFFALO 3, N. Y. 

National Representatives: Free & Peters, Inc. 



teo i. {"r,iz") Filzpalrick 
/. R. i'Uke") Lovnsberry 



RIGHT tliE first time! JV 
film spots liy TELEFILM Inc. 

Hollywood (381 Calif, since 1 93S 
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FILM COMMERCIALS 

(Continued from pa^c 39) 

"The agency could have avoided this 
hassle if they had made clear what size 
product box to use. Agencies are of- 
ten lax about a simple detail like this. 
They take it for granted that we'll 
know — and we don't iniless they tell 
us. ■"- I 

As an example of what must be 
"ironed out'' when an agency hasn t 
yet learned the fundanieiilals of film 
making, Rothenberg < ites one script 
that came in for a leading petroleum 
advertiser. 

"In one place. " said Rothenberg. "it 
called for this: Dolly in from a long 
shot of the gas station to a close-up of 
the emblem on the attemlant\s cap. I'm 
not kidding. The agency actually ex- 
pected us to be able to shoot it-— and 
they'd promised it to their client!" 

"First of all, thej didn't realize the 
difficulties of doing a dolly shot in an 
exterior. You have to go bouncing 
with the camera over curves and up 
hills and gravel driveways to make a 
shot like that, and unless you build an 
expensive wooden track for the cam- 
era, it won't be smooth. Above all. 
they didn't realize that the footage 
length of that shot would be more than 
the 90 feet they had for their entire 
TV commercial." Rothenberg contin- 
ued. "Even if this shot could have 
been done for this particular client, it 
would have cost hiin $500 just to set 
il up. 

"We finally had to show them," 
stated Rothenberg, "how we eould 
start that dolly, put a dissolve in the 
middle of it to a close shot of the at- 
tendant, then finish our dolly up to the 
emblem. We got the same visual effect 
in a few seconds as if we had dollied 
from the long shot right up to the at- 
tendant. Total cost was about $100. 
Even so, the agency still had to explain 
to the client why they couldn't give 
him what had sounded like a wonder- 
ful shot." 

Agencies and clients will do well. 
Rothenberg believes, to go to a film 
producer with TV' film commercial 
plans well in advance if the films are 
to be an extension of existing cam- 
paigns insother media. 

"I've had a number of scripts re- 
cently," said Rothenberg, "which start 
out the same way — with a shot of a 
newspaper ad, over a guy's shoulder. 
Then he says — T guess you've all seen 
this ad in your metropolitan newspa- 




The MIGHTY 

MONTGOMERY 



95TH MARKET 
IN THE U.S. 

• Mighty Montgomery 
is the hub of .one of 
the nation's top agri- 
cultural and indus- 
trial markets. • 




GIANT AIRFORCE 
MiUTARY BASE 

• Mighty Montgomery 
home of Maxv/ell 
Field, one of the. 

<, largest Air Force cen- 
ters in the entire na- 
tion. 



OVER 600,000 
IN TRADING AREA 

• Mighty Montgomery 
dominates the rich 
surrounding trade 
area of 1 1 progres- 
sive and expanding 
counties. 




ARKET 



$134,000,000 
CITY RETAIL SALES 

• Mighty Montgomery 
had 1950 city retQil 
sales alone that were 
$5,000,000 above 
those of the previous 
year. 




CAPITOL 
OF ALABAMA 

♦ Mighty Montgomery 
is a focal point of in- 
dustrial development 
both in Alabama 
and in the new 
South. 



Wr;te, Wire or Phone for AvailabilHies! 



MUTUAL 




ABC 


WJJJ 




WAPX 




Represented by 
Weed & Co. 


' MONTGOMERY 
NETWORK 


Represented by 
The Walker Co. 
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STATIONS 


m. 






NBC 

WSFA 

Represented by 
Headley-Reed Co. 


ASSOCIATION 


CBS 

wcov 

Represented by 
The Taylor Co. 
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NORTH 
CAROLINA IS 

North Carolina Rates More Firsts 
In Sales Management Survey Than 
Any Other Southern State. 

More North Carolinians Listen to 
WPTF Than to Any Other Station. 

& NORTH CAROLINA'S 
No.1 SALESMAN IS... 




NBC 



50,000 WATTS 

680 Kc. 

AFFILIATE for RALEIGH- DURHAM 

and Eastern North Carolina 
• National Rep. FREE & PETERS, Inc. 




and in 

TOPEKA 
BUY 

WREN 




ABC 

5000 WATTS 



WEED & CO. NATIONAL REPRESENTATIVES 



pers' — and then he iimnediately goes 
on to say exactly the copy that is in 
the ad. This may seem ludicrous, but 
I've had two beer accounts at Trans- 
film within the last two months that 
made series exactly like that. One 
made six, and one made eight commer- 
cials. The agencies are going to be 
kind of embarrassed when they're en 
the air at the same time. We tried to 
save them that embarrassment, but 
they'd already sold the idea complete- 
ly to their clients, and were afraid to 



change. 



Working in TV films with the same 
kind of copy and approach that is used 
In space media, or even in radio, leads 
to other problems for the TV film di- 
rector. Says Rothenherg: "Even very 
fine actors find it difficult to read lines 
full of phrases thai do not naturally 
lead into others, with no progression 
or motivation." 

Since the director in a TV film gen- 
erally has the responsibility of casting, 
having had years of experience at pick- 
ing the right sort of person for a role, 
the director should also have the right 
to make sure that the actor s lines have 
dramatic continuity. Rothenberg feels. 
Otherwise, it isn't his fault or the ac- 
tor's if the results are poor. 

Rothenberg told the agencymen 
about an excellent young Broadway 
actress, who had turned in a neat job 
of portraying a young mother in a 
Transfilm short for the American Can- 
cer Society. She had been forced to 
leani a lot of difficult, emotional dia- 
logue in a hurry — and had done it eas- 
ily. Then, a week or so later. Trans- 
film had to do a commercial for a de- 
tergent firm. Rothenberg immediately 
thought of the young actress as ideal 
for the part of a housewife. He called 
her in, gave her the part, and sent her 
home to study. 

When shooting began, Rothenberg 
could see that the part and dialogue 
weren't going to play. Twenty-five 
"takes" later, Rothenberg was sure of 
it, and the girl was in tears. "She just 
couldn't find anything in that copy . . . 
any motivation . . . any words she 
could hold ont,'" Rothenberg explained. 
"It was jammed full of trite, legal 
l)hrases. with none leading into each 
other." 

"The |)oint we would like to make 
— and we feel very strongly about this 
— is, if you do not have enough ex- 
perience in film, consult a producer," 
said Rothenberg. "You need make no 
commitments on the ultimate produc- 
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tion. But get his opinion on whether 
the thing will play. Get his opinion on 
how the dialogue will sound. Get his 
opinion on what kind of actors or tal- 
ent you need, and if you should sign 
them for a series. Find out if you can 
save money by doing all your exterior 
shots, for instance, on one location in 
one day. Above all, get his opinion on 
the filming possibilities of your partic- 
ular account." 



V How much does a TV film cost? 

(Lecturing: Mr. Thomas J. Dun ford) 

The General Production Manager, 
who is head of a film company's pro- j 
duction control department, is roughly 
analagous to an "internal auditor." He 
is the man (creative film experts some- 
times picture him as a "killjoy") who 
keeps a constant check on how much 
money is being spent on what, and 
whether the producer is spending too 
much or the client not enough. 

"Production costs in TV films," said 
Transfilm's Tom Dunford, "are like the 
legs of a three-legged stool. You can't 
change a specification without adjust- 
ing the schedule or the cost. You can't 
change cost figures without juggling 
your specifications and the schedule. 
You can't order speed-ups and rush 
jobs in the schedule without affecting 
costs and specifications." 

An agency's script or storyboard (a 
sketch series, like a comic strip) be- 
comes part of the realm of the General 
Production Manager when it first 
comes in for bidding. Some agencies, 
not aware of the problems inherent in 
preparing a film bid, expect a fast an- 
swer — which no producer in his right 
mind wants to give. It takes at least a 
day or two for the various film men 
involved — directors, animators, scenic 
designers, etc. — to give the production 
control department their estimates on 
the various factors that make up a film. 
It can take even longer if the script 
is vague, or the specifications worded 
so loosely that everything needs dou- 
ble-checking with the agency. 

According to Dunford, the general 
routine in keeping track of costs at a 
film producer goes like this. 

First, the various requests for bids 
are received, and given a control num- 
ber. Then, estimates are prepared by 
departmental experts on the various 
components of the film, breaking the 
film down into detailed specifications. 
These are in turn double-checked (on 
a machine) by production control, and 



DOILAR FOR DOLLAR TH! XL STATIONS DELIVER THE BIGGER MARKET 




Morkets 



YES. EVER SINCE TIME BEGAN . . . (Way back when Knight- 
hood was in flower) there have been 'Them WHAT HEARD' 
and 'Them WHAT SAW!. Today it has become possible to analyze to what 
degree that Is so . . . THE FIGURES PROVE THAT (IN THE NORTHWEST) 
RADIO ... and 'Them WHAT HEARD' ... IS THE LARGER GROUP. 
In a recent, thorough investigation, Advertising Research Bureau (ARBI) 
interviewed scores of persons who shopped in ADVERTISED stores, LEARNED 
that 54.5yo of these people got their information exclusively by listening and 
only 33.2yo by reading. 



54.5% RADIO 

12.3% WTH 

33*2% NEWSPAPER 



LET US PROVE IT! 

Clip ^his coupon and 
receive ffie "Proof of 
• PuHing" 





Aid'*" 



\ 



KXLF 
KXLQ 



Stations 



KXL KXLY 
KXLL KXU KXLK 

Eastern Sale* Manager - Wythe Walker - New York 
We«tern §ale» Manager - Tracy Moore - Lo» Angele* 

SERVING THE PACIFIC NORTHWEST 
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For your 16 mm. scientific 
film requirements 
use Precision . . . 

• Over a decade of 1 6 mm. in- 
dustrial film printing in black 
and while and color. 

• Fine grain developing of all 
negatives and prints. 

• Scientific control in sound 
track processing. 

• 100% optically printed tracks. 

• Expert timing for exposure 
correction in black & white or 
color. 

• Step printing for highest pic- 
ture quality. 

• Special production effects. 

• Exclusively designed Maurer 
equipment. 

• Personal service. 



no wonder more and mora 
of the best 16 mm. films today 
ore processed at . . . 




then the final pro(lu<-er's price is fig- 
ured. If the price looks too high or 
too low to the agency, in comparison 
with other film bids and costs on pre- 
vious jobs, it's usually the agenc)'s 
fault for not making the original speci- 
fications definitive enough. 

■"If that little word 'narrator" in )our 
script happens to mean that you want 
to use Lowell Thomas, and you haven't 
said so before, the producer will get a 
big shock and he'll squawk." said Dun- 
ford. "In most cases we are awfully 
dumb if we don't call up and find out. 
but sometimes the specifications seem 
quite clear and we go ahead and make 
mistakes. If 1 were to give my own 
personal opinion on just what type of 
specifications should be given to a pro- 
ducer, I would say 'give him every- 
thing.' If you can get the account ex- 
ecutive, and everyone concerned with 
the job. together at one time with the 
producer for a briefing. I would say 
do it." 

I)unf(jrd's advice on how to avoid 
budget errors before a film is ever 
made: "If you can give producers sto- 
ryboards, do it. If you can give them 
pertinent-lo-the-job history of the ac- 
count, do it. If you can give them a 
lour of the plant, do it. Anything you 
can do so that the understanding with 
the conscientious producer is greater 
will pay off." 

With the bid accepted, and that hur- 
dle out of the wa), a production con- 
tract is the next step. "A producer of 
a TV commercial film production," 
said Dunford, "has to get going right 
away. Money has to be spent, crews 
have to be lined up, casts have to be 
selected. Actually, however, a produc- 
er is not legally required to spend one 
dime until he has a contract.' 

"Here's where the rub comes in." 
continued Dunford. "Many agencies 
don't realize this need for speed on 
their part, and the need for a contract 
or letter of agreement from an agency 
before work starts. Too many produc- 
ers have been caught on a limb with- 
out contracts. We've had some nasty ' 
experiences ourselves in this. So. until 
the contract shows np. the production 
will be delayed." 

Agencies. incidentalK , will find this 
true of all leading producers, some of 
whom have been nicked for $20,000- 
S50,000 in h)st time and labor when 
deals were called off before contracts 
arrived. 

When the contract is in. the produc- 
tion routine starts. Producers usually 



work from a detailed "schedule sheet" 
which ties the producer to his own es- 
timates concerning motion picture pro- 
duction, animation production, slide 
films, and print orders. There is a cer- 
tain flexibility in this system — but not 
nnich. A producer will try to keep his 
costs in line, for his own protection. 
But. "extras " tossed in during produc- 
tion b) the agency such as increased 
casts, fancier sets, fancy opticals. etc.. 
will run the costs up — and the producer 
can prove why, since he's already item- 
ized all the original costs and can spot 
the "extras" quickly. 

"Changes." said Dunford, "can 
sometimes lead to a chain reaction that 
even a producer cannot anticipate, and 
therefore he dreads them. The budget 
will have to be recast — usually upward 
— and new specifications issued. These 
will have to be approved in turn by the 
agency and client, with a time loss. 
Continual changes will surely lead to 
mistakes. ' 




. in Rochester 
it's WVET 



WVET has more local accounts 
than any other Rochester station. 
(Many sponsors spend ALL their 
advertising budget with WVET!) 

WVET has more programs that 
will win and hold Summertime 
listeners ... at or away from home! 

WVET offers YOUR clients BET- 
TER results per dollar invested. 



5000 
WATTS 




IN ROCHESTEft. N Y 



Repraenled Nationally by 
THE BOILING COMPANY 



PRECISION 

FllM LABORATORIES, INC 

21 West 46th St„ 

Nev** York 19, N,Y. 

J(J 2-3970 
* ^ 
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VI The "fall guy" of TV films- 
the producer 

(Lecturing: Mr. Robert Klaeger) j 

The TV film producer has one of 
those jobs that look easy — until you 
try it. He has to be knowledgeable 
about every step in the making of a 
TV film, from the time the idea is con- 
ceived until the release prints arc 
shipped out to TV stations. He is the 
man who comes most often in contact 
with advertising agencies and clients, 
and has to act ofteir as a clearinghouse i 
and interpreter between film men and j 
advertising men. ' 

Very often, he plays his major role 
in the final stages of the making of a 
TV film. When the film leaves the cam- 
era for the laboratory, and is returned 
some 72 hours later for editing, man) 
an agencyman and client are horrified 
at the results. To the untrained eye. 
the "dailies ' (completed takes which 
have not been edited I look like a 
hodge-podge, full of mistakes. 

Producers, supervising the directors 
and editors, can do a lot to bring or- j 
der out of this confusion. Editing niov- j 
ies is an art learned only from long ex- 
perience. In this respect. Transfilm's 1 
Klaeger has a word of sound advice 
for agencies making film commercials. 

"It is never a good idea to bring the 
client along when you re going to see 
the rough dailies screened by a pro- 
ducer. In 99 cases out of 100. he has | 
no idea of what's going on. All he can 
think of is waste when he sees four 
takes on one scene. He ll never under- 
stand that we can intercut scenes, snip- 
ping a good part here and a good part 
there, putting it together to make one 
good film." 





IN DANVILLE, VA. 




BUY THE 




OLD ESTABLISHED 

OTABLISHEO IS90 




HIGHLY RATED 




AVCRASE WINTER ItSI 

ABC STATION 




WBTM 




HOLLINGBERRY 



This advertisement ran in this publication last April. It is repeated 
^'i/i with corrections which reflect increases of the past four months. 

*-) 





His Sponsors Alone 
Make a Sizable Audience 

Fulton Lewis, Jr. is sponsored locally on more thanC340/ 



Mutual stations by C57ij)advertisers. The roster of busi- ^j.,^ 
nesscs represented is too long to detail here, but this brief 
summary shows their scope: 

fOI 9^ automotive agencies 
Z-l "1-9- auto supply and repair companies 
6 bakers 

•-55" "Si- banks an<l savings institutions 
31 brewers and bottlers 
6/ 58 building materials firms 
31 29- coal, ice and oil companies 
/S "W^ dairies 
3€> -30- department stores 
"2.^ drug stores 
16 foo<l companies 
47 4^ furniture or appliance stores 
Zt hanhvare stores 

"t4- jewelers 
17 'iA' laundries 

21^25- real estate and insurance agencies 
^C?'94- niiscellaucons 

His program is the original news co-op. It offers local 
advertisers network prestige, a ready-made and faithful 
audience, a nationally known commentator — all at local 
time cost with pro-rated talent cost. Since there arc more 
than 500 MBS stations, there may be an opening in your 
locality. Cheek your Mutual outlet — or the Cooperative 
Program Department, Mutual Broadcasting System, 
1440 Broadway, NYC 18 (or Tribune Tower, Chicago. II). 
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30 

NEW 

CONTRACTS 



in 



30DAYS 



(July 20 - Aug. 19) 



Join the ever-growing list of 
National, Regional and Local 
Aeeonnts who advertise on 
KiNUZ. 

K-NUZ not only offers more 
listeners per dollar invested, 
hnt also a nnniher of the top 
Hooi>er8 in the Houston 
Market. 

Results speiik much louder 
than words . . . Ask ahout 
these cmnpaigiis: 

Ehony Magazine. U.S. Green 
Stamps, Beiidix T.V., R.C. 
<"ola, Capeliart T.V\, Hunt 
Mattress Co., Jet Dog Food. 
Their Sueeess Stories are 
Proof of K-NUZ' Sales Ahility. 

For Information Call 
FORJOE 
National Representative 
or DAVE MOR-RIS 
General Manager 
at KEystone 2581 

''RADIO RANCH'' J 

p. O. BOX 2135 



-i 




Films are ready to show an agency 
when they have been edited, and a 
"rough cut" prepared. While the pro- 
ducer sweats it out, this "rough" is 
screened, and agency and client decide 
if it's O.K. From there, a "final cut" 
is made. Then, it goes to the lal) for 
an "answer print," in which all the 
trick optical effects (wipes, dissolves, 
push-offs, etc.) are added. Following 
that, the "release prints" are made by 
the lab, and the film is ready for TV 
showing. 

Producers like Robert Klaeger are 
often called on to explain what seems 
lo be a wasteful method of doing busi- 
ness. Many agencies camiot under- 
stand why an average of 1,000 feet of 
film will be exposed in the making of 
a one-minute spot, and 900 feet of it 
thrown on the cutting room floor. 

Says Klaeger: "It's well for agencies 
to remember that a producer would 
rather shoot a scene four or five or 10 
times if need be, until everyone is hap- 
py, than go back another day. Skilled 
crews are expensive. A producer's 
overhead for studio rental is high. It s 
a lot cheaper to waste a little film and 
end up with what you want than to go 
back for another day's shooting and 
miss a deadline later." 

No producer expects an agency to 
know all the answers about the me- 
chanics of film production. But, an 
agency has every right to expect this 
knowledge in a producer — and usuall) 
gets it. Producers like Transfilm's Rob- 
ert Klaeger welcome the opportunity 
to discuss film problems and film tech- 
nique with advertising agencies. 

After all, when a producer gandiles 
his reputation and the jobs of his staff 
in taking on a film commercial assign- 
ment, he wants the finished results to 
look gootl, and to do a selling job. 
Agencies certainly need the help of 
film producers, but producers need 
agency assistance, too. -k -k ^ 



MEN, MONEY. MOTIVES 

[Continued from jxige (t) 

Since the war a growing concern for 
agency prestige has j)roinpte(l more 
and more agencies lo announce, in a 
loud voice, that tliey have "resigned'' 
the account they are about lo lose. 
This is as it may bo. It amounts to 
saying that if the service rendered l)\ 
the agency may. on occasion, be un- 
salisfax lory to the account, the scrN ice 



KXOL 




Mr. Dave Harris 
Rulhrauff and Ryan, Inc. 
New York City 
Dear Dave: 

Hit shore is a sight how meny jolks 
lissens ter [f'CHS! Yessir, Dave, these 
here peepul in 
Charleston, West 
Virginny, swears 
by West Virgin- 
ny's Greatest 
Advertising Me- 
dium! Th' latest 
Hooper shows 
thet yuh kin fest 
close yer eyes 
and pick any 
time atall on th' 
WCHS schedule, 
ail th' chances 
are 6 outen 7 
thet yuh\'c hit 
tV highest rated 
quarter-hour on 
th' air at thet 
time! An thet's 
with jive stations 
in town, too. 
■ Yuh jest caint 
heat thet, Dave, 
an don't jergit 
—thet's jest jer tli' city area! Outen 
th' country tli' WCHS 5000 watts has 
thin's purty much ter itselj! Jest tho't 
I'd let yer know! 

Yrs. 

Algy 

WCHS 
Charleston, W. Va. 




84 



SPONSOR 



demanded by the account may, on oc- 
casion, be unsatisfactory to the agency. 

* * * 

Recently Campbell-Ewald published 
as an advertisement a news story from 
Printer's Ink detailing its acquisition 
of the Rheem account from Foote, Cone 
& Belding. It was a refreshing, infor- 
mative piece pleasantly free from the 
hokum often conventional in this sort 
of story. In effect, Campbell-Ewald 
had the "team" (and previous icebox 
experience) that Rheem would neod 
when, materials priorities permitting, 
it launched its own new refrigerator. 
Know-how was the clincher. 

* * * 

The reverse case which conies to 
mind, illustrating how an absence of 
know-how scared away accounts, in- 
volves a bkie-blooded, blue-chipped 
financial ageucy which sought to move 
into general account work by the sim- 
ple device of hiring a small agency 
president and "absorbing" his billings. 
Only trouble was the accounts declined 
to be absorbed for all the eminent 
banking connections of the financial 
agency. First, the agency had to prove 
that it was staffed and competent in the 
area of these accounts. To do so would 
require time. * * * 



PREMIUM PROMOTION 

{Continued from page 35) 

uation of each item is based on the 
following: 

1. Desirability — Utility value; ex- 
citement value; glamour value. 

2. Demand — Home popularity; re- 
tail availability; retail popularity. 

3. Price — High for premium offer; 
satisfactory. 

4. Bargain appeal — Big value (by 
retail standard) ; poor value. 

5. Recognizability — Self-explana- 
tory; or is the item likely to be un- 
familiar. 




ABC 



WENE 

BINGHAMTON, N.Y. MARKET, 

NOW^OO 



1 




WATTS 



CALL RADIO REPRESENTATIVES, INC. 



Get all three with KTBS 




OVERAGE 




UDIENCE 



•X-In this tremendous- 
ly rich oil & gas area 
of Northern Louisiana, Eastern 
Texas and Southern Arkansas, 
only KTBS-Shreveport offers all 
these benefits at 2/3 the cost! 



M 



ERCHANDISING 



. . at 2/3 the cost! 



KTBS 

SHREVEPORT 



10,000 

WATTS-DAY 



5.000 WATTS 
NIGHT 



710 

KILOCYCLES 



NBC 



Natl. Representative: Cdword Petry & Co., Inc. 



90% otKBCK's 
clients have 
renewed year 
in, year out, 
since station 
went on air 




Oetfhe FACTS r 




the station most people 
listen to most in West Texas 



/u// time 
regional on 

920 k. c. 



BEN NEDOW 

general manager 



ODESSA, TEXAS 

Nat'l Rep. Forjoc & Co. 



Study of the Mid- 
America Market 

Write for your copy of the Conlon 
"Sfudy o^ Listening HobUs" in Mid- 
Americo . . . sponsored exclusively 
by KCMO. Ports 1 ond 2 of o 3-pan 
continuing study ore ovoiloble now. 
Covers oil stotions. Write on your 
lefterheod. 

KCMO 

50,000 WATTS 

125E. 3Ist • Konsos City, Mo. 

or THE KATZ AGENCY 
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WILLA 
MONROE 
One of 
WDI A's 
many famous 
personalities 



TIDE 

joins the Swing to 
WDIA in Memphis 

WDIA completely dominates in selling the 44% 
Negro segment of Memphis' 394,000 population . . 
economically reaches and sells a total ol 489, OOJ 
Neoroes In WDIA BMB counties. The 5 other 
Memphis stations split up the white audience. 

Tide now uses WDIA as do such other QUALITY ad- 
vcrtiters as Lucky Strike, Kellogg, Ipana, Super Suds, 
Purcx, Sealtest, Arrld, Bayer Aspirin and Calumet. 
The Hooper below shows why WDIA Is a GREAT 
BUY. Write lor full details. 

■HOOPER RADIO AUDIENCE INDEX 
City: Memphis. Tenn. Months: June-July 1951 



Time 



Sets WDIA B 



MF8AM-6PM 14.5 23,7 24.4 17 0 l.t.5 13,0 4.2 2.9 



MEMPHIS 



WDIA 



TENN. 



John E. Pearson Co, Representative 



SEPARATE BUT EQUAL 

WERD 

Proves A Moot Southern Point in Atlanta 

'"Separate but equal", — that famous phrase 
heard but seldom seen, came true. Hooper-wise 
for WERD in May. 8:00 AM to 12 Noon- 
Monday through Friday, 

WERO'S Hooper Audience share equals tlie best 
statiiHi in Atlanta today. Here ar« the lloopered 
(acts 

WERD — 2,1.} 

Station A — 2^.^ 

Station B — 1st.? 

Station C — tO.S 

Other AM and FM — 23.2 
WERD is the most emnomical radio buv in .\tlanta 
060 on every Atlanta dial covers the area shown 
hehm 1000 watts 




The trio of entries which remain in 
the running after the screenings are in 
the homestretch of selecting operations. 
Consumer reaction to each item, un- 
covered hy consumer tests, determines 
which will he the premium offered. 
Ihe various methods in the final re- 
search, and their advantages and dis- 
advantages, were covered in the first 
article of this series ( SPO.NSOK. 13 Au- 
gust 1951 ) . 

After the premium and research de- 
partments coni|jlete this part of the 
job their recommendations are sub- 
niiltctl to the client. What happens 
then? "The advertiser (ontacts the 
supplier and places the order." Young 
& Rubicam's sales promotion manager. 
Edward J. Gardner, told SPOi\.SOR. 
"The agency does not pun hase premi- 
ums and does not draw a commission 
on them. Selecting aiul testing premi- 
ums is a service to its clients. * 

The selection oj the i>reiniuin ends 
the first operational slaf:e oj hox-top 
merchandising. 

Since the primary purpo.-^e of the 
l^reinium is to stimulate the sale of 
the product, and the |jrimary |jur|josc 
of the agent) is to pre|)are advertising 
(■anipaigns for the <'lieiit. the sei'ond 
stage, the j)roniotion. is the hub of the 
operation. Other things being equal, 
the amount and kind of |jroinotioii put 
behind an offer influences its returns. 
The agency's media de|jartment is in 
the lead-off position in the mechanics 
of formulating the promotion. It ad- 
vises the client on the most cflertive 
media for his purpose and the best 
wa\ to use them for maximum results. 

In <'oinparisons of efTectiveness, 
broadcast media have outstaiuling ad- 
vantages for premium advertisers. The 
selling enthusiasm of the s|)oken word 
can't he tlupHcated. The "something 
extra" ajjpcal of a |)reinium heightens 
listener interest in radio commercials. 
It doesn't have the same effect on print- 
efl ads. Starch data shows that the in- 
clusion of a |)remiuni offer does not 
necessarily affect the \isibility of an 
ad. As for television. Robert F. Deg- 
gen. account and merchandising execu- 
tive of Ted Hates, stresses, "^'ou can 
actually show the preiniiiin to the audi- 
ence, and describe it with the same en- 
thusiasm used in radio." 

The techniques used in advertising 
premium offers were covered in the 
preceding two articles oj this series. 

In addition to the departments dis- 
cussed, the o|)eration involves those of 
each ad\ertisiii}f medium that's ii.sed: 



CONCERT ^tVStC 
SERVICE 

With the approval and sup- 
port of many broadcasters in 
every section of the country, 
BMl is providing an addition- 
al service to its li«nsees— the 
CONCERT PIN-UP SHEET, 
supplement to the BMI Pop 
and Folk Tune Pin-Up. 

Here is a convenient monthly list- 
"e of coniemporary and standard 
cUssical recordings used by stations 
tho are no« programming such 
Concert music regularly and avaJ- 
able To those who might profitably 
do so I 

Broadcasters are aware of 'he wide 
listener appeal J^'^V'f^^^'i^^ 
and the new BMI 
PIN-UP SHEET serves as a help- 
ful guide .n presenting such mus.c. 

UMIMcetised stations (2,S}5) can 
dep';,ded upon lor complete 
service tti music. 



BROADCAST MUSIC, INC. 

SaO FIFTH AVE., NEW YORK 19 

NEW YORK ■ CHICAGO ■ HOUYWOOD 




5,000 Watts Full Time 



John H. Pltipfi«, Owner 1 1 
L. Herich^ Cia-vtSf Gen'l Mgr.] 

FLORIDA CROUP 
Colmnbl& • 



Syvteni 



National Representative 
JOHN BLAIR AND COMPANY 



Southeastern Representative 
HARRY E. CUMMINGS 
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radio, lelevisron. production, art. Otli- 
„ ers whose functions are involved in tlic 
I campaign are: 

' 1. Creative — Writers and art direc- 
tors. 

2. Merchandising—Sahsmm and 
dealer contact. 

3. Public Relations and Publicity — 
News contact. 

4. Traffic — Liaison between various 
departments working on project. 

5. Client Contact — Account execu- 
tive. 

The agency's role ends with the end 
of the promotion. 

The third operational phase is the 
handling of the returns. There arc 
three hasie ways of doing this: 

1. The returns are mailed to the ad- 
vertiser. He forwards the names and 
addresses to the supplier, many of 
whom have mailing departments. 

2. The returns are sent to a mail- 
handling organization. It forwards the 
names to the supplier's mailing depart- 
ment. 

3. The returns come to the mail- 
handling firm. The supplier sends the 
premiums in hulk to the mail-handling 
concern. It packages them and mails 
them to the consumers. 

Most large advertisers use the last 
method through one of these: Bruce. 
Richards Corp., Coupon Service Corp., 
Reuben H. Donnelley Corp. 

The premium form of merchandis- 
ing is a respected and effective sales 
instrument geared to the modern tem- 
po. Both users and suppliers include 
some of the top-drawer companies of 
the country. * * * 




RADIO'S FUTURE ROLE 

[Continued from page 27) 

ning to impress CBS radio executives 
as an important part of their develop- 
ing campaign to win back audi- 
ence for radio. A'ations Nightmare, 




How to avoid Christmas Mourn 

First, be sure your gifts to business friends make a hit. 

Give Zippo . . . the Windproof Lighter that 
always lights with a zip — even in wind 
or rain. Seco7id,m3.\<iC sure you get 
your Zippo gifts in time. Order 
Zippo Lighters and do it early. 
Then nobody will be mournful 
on Christmas morn. 





the one-zip Windproof Lighter 



ACT NOW! GET FREE BROCHURE r See how you can 

have your company trade-mark or other message 
reproduced in color on Zippo Lighters, at low cost. 
Engraved tigliters sliould be ordered by October 1st jor 
Cliristmas delivery. Send the coupon today! 



ZIPPO MANUFACTURING COMPANY Dept. BWl-4 

Brodford, Po. 

Send your FREE brochure on Zippo gift ideas 
showing models with prices and discounts. 

Company 

AJJress 

City 2one Slalt 

Attention Tille 



fkEE SERVICE I No one has ever paid a cent to repair a Zippo! 



In one of the west's 

RICHEST MARKETS 

Idaho's Fabulous Magic Valley 

Ask HoUingbery ^ 
ABC at Frank C. Mclntyre 

Twin Falls, Idaho V. P. and Gen. Mgr. 
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Radio Station W B M L 

Macon, Georgia 

Announces with pleasure fulltime 
affiliation with the 

National Broadcasting Company 

Effective September 30, 1951 



Associated Press 
World Transcriptions 



IN MONTREAL 

it's 





WMRY 

SELLS, 

MEW ORLEANS 



Canada's FII{ST station — wise in 
tl.e ways of J»ROGRAMMING, 
PROMOTION and MERCHAN- 
DISING . . . gives you tlie cover- 
age and the lislenersliip needed 
to do a real selling job in tliis 
rich market area. 




National Representative i 
Headley-Reed Company 




U. S. Representative— Weed & Co. 



WMRY programs to more than ]/2 
million Colored people throughout 
Southern Louisiana, Mississippi, 
Alabama and Northwest Florida. 



600 KC' "THE SEPIA STATION ' 

WMRY 

NEW ORLEANS, LA. 
JOHN E. PEARSON CO. 
No»'t. Representative 



for example, the notable CBS expose 
series on narcotics, will be rebroadcast 
shortly; at that time, CBS will run full- 
page newspaper ads calling the series 
to the attention of listeners — and hop- 
ing to remind them by implication that 
all of radio still has something good to 
offer. 

The CBS strategy in promoting its 
Nations Nightmare series in hard-hit- 
ting ads is part of the developing trend 
within radio to seek ways of winning 
bark listeners through promotion. For 
radio's strategists aren't merely de- 
pending on the medium's basic advan- 
tages (as cited above) to swing the 
pendulum back in their direction. 

"T\^'s grip is largely hypnotic," Rex 
Lardner, New York Post radio/TV 
critic, told SPONSOR in suggesting that 
radio point out its own virtues to the 
public. And to break that grip, audi- 
ence-promotion campaigns on both a 
local and a national level are starting 
u|) this fall in unprecedented numbers. 
There is some question among thought- 
ful observers as to whether these cam- 
paigns will have as much effect in lis- 
tener as in advertiser circles. (^laurice 
Mitchell. Associated Program Service 
vice president, said of one promotion: 
"It isn't aimed at the |ieople but at the 
Madison Avenue bunch.) 

But the important fact is that a start 
has been made — in Detroit and Tulsa, 
stations are cooperating to remind lis- 
teners about all of radio; the BAB is 
|)lanning a master program for station 
cooperation in promotion (as well as 
other functions) ; the Southern Califor- 
nia Broadcaster's Association stations 
are now waging an announcement cam- 
paign to promote radio; World Broad- 
casting System has begun preparing a 
special jjackage of promotional disks 
in which name jjersonalities plug the 
medium: all of the networks will use 
their own facilities heavily, as well as 
other media, for audience promotion 
this fall. (Promised Mutual President 
Frank White: "We plan to continue the 
same intensive i)romotion of AM radio 
which has already won Mutual several 
outstanding awards during the past 
year.") 

If an advance look sponsor had at 
the cani))aign is any indication, a CBS 
radio promotion planned to kick off 
within a few days, should attract con- 
siderable attention on Main .Street as 
well as Madison Avenue. Theme of 
the campaign is that radio is America's 
great jester, still the source of enter- 
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tainiiient which is closest at hand for 
the majority of the public. 

But what are some of the Great Jes- 
ter's other strengths compared with the 
characteristics of that younger public 
jester, television? For one answer, see 
the comic strip atop page 27. It shows 
what happens when a woman tries to 
carry on with her normal household ac- 
tivities while watching TV. As Hus- 
band Dripple' discovers in the final 
panel, it just won't work. Not only is 
it impossible for the housewife to do 
her knitting and watch TV, but many 
radio strategists told sponsor they feel 
men with hobbies, good hosts, in fact 
all TV set owners are likely to find 
themselves increasingly reluctant to sit 
still and let TV dominate them com- 
pletely for long periods. It is impossi- 
ble to tell at this point how important 
this reluctance to have their time dom- 
inated will prove in shaping the view- 
ing patterns of the future. 

But many believe TV fascination will 
definitely wear off. once it's been 
around for a while. Commented Law- 
rence Shenfield, Doherty, Clifford & 
Shenfield president: "When a family 
buys a car. they go out for a ride in 
it every night the first week. But then 
this enthusiasm settles down. The 
American public is like that with most 
things — including television.'' 

Raymond Spector, president of the 
agency bearing 'his name, disagrees 
completely, however. He told sponsor 
that he believes "radio as we know it 
now will be a dead pigeon. . . . Tele- 
vision has everything that radio has 
and more. You don't even have to 
watch TV if you don't want to. Many 
people lean back in their armchairs and 
close their eyes, or work in the kitchen 
with the set on in the living room." 



Spector added: "Is there anything 
radio can do better than television? 
... I don't think so. \ou want news? 
TV will give it to you. Soap opera, 
music, drama, comedy, everything. 
Many stations already open up at 9:00 
a.m. And they don't get off till 1:00 
a.m." (Joseph Allen, Bristol-Myers 
public relations vice president, ex- 
pressed similar sentiments in SPONSOR, 
21 May, when he said that radio was 
"fading away.") 

Spector gives radio six months to 
live, once the freeze is liflod and more 
stations are built. But the majority 
opinion seems to be that no matter 
how big TV grows, radio will definitely 
remain an important medium. As Hy 
Brown, veteran producer-director-wi it- 
er of the Inner Sanctum and dozens 
of other shows, put it: "Radio will ad- 
just and seek its own level." Others 
speak in terms of an "equilibrium" be- 
tween the two media which they see 
coming into effect once the novelty of 
television has completel) worn off. 
Said radio/TV critic Rex Lardner: "I 
feel that in a couple of years people 
will get fed up with the freaks and 
phonies of TV and. jacking themselves 
up, will pay more attention to select- 
ing shows for their merit — a radio 
show at one time, a TV show at an- 
other." 

No one believes, however, that radio 
will arrive at a balance with TV auto- 
matically. The realization is that ra- 
dio's fate is in its own hands and that 
programing adjustments to take ad- 
vantage of radio's own strengths are 
the key factor. 

"Right now." says Alan Bunce, star 
of Ethel and Albert, Young Dr. Ma- 
lone, and hundreds of other radio pro- 
grams, "radio has a tremendous oppor- 
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luiiitv to sliuot for liiglirr intellectual 
and cultural standards. Toda) 's TV 
standards are somewhat juvenile, about 
the same le\el of radio 15 \ears aao. 
The 14-)(^ar-old mind m)tli has been 
exploded b)- radio, but TV still isn t 
(■on\inced." 

It would be ])leasant to report that 
all of the networks and many loeal sta- 
tions had master jjlans of ].)rograniing 
adjustment designed to take advantage 
of this situation. But that i?- not the 
nature of the animal. Instead, radio's 
evolution will proceed on a trial-and- 
error basis. As CBS' Lou flausman 
jjuts it. "'Our long-range plans cover up 
to tomorrow morning at 10:l.^." The 
iin|)orlant thing to remend)er. though, 
is thai the networks are willing to ex- 
|)eriment. are open to new ideas. 
Charles C. Barry. NBC vice president 
in charge of radio programs, told SPON- 
soh: "We know that radio must adjust 
itself to the new situation. We know 



fn a compoign fo 
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that we* re going to have to share the 
living room froni now on. But anyone 
who thinks Mr. John Q. Public is go- 
ing to turn the radio set olT entirely is 
wholly wrong. " 

In a way, radio's realization of what 
the job ahead for it is parallels the 
thinking now current among lloll)- 
wood's leaders, though radio is in a 
far more favorable position. In fbdh- 
wood, the theory getting most atten- 
tion is that the movies wi^e ri]je for 
the plucking before tple\ ision ever 
came along; that the hope for in- 
creased movie attendan<e lies in im- 
pro\cd pictures. In addition to mak- 
ing better movies. Holly wood has 
launched an unpie<'edented industrv- 
wide campaign to sell movies. Called 
'Movietinie U.S.A.," Holly wood's drive 
has resulted in what \rtlnir L. Mayer. 
ex(^cntive vice ])resident of the Coim- 
cil of Motion Picture Organizations, 
has called "the most gratifying (exam- 
ple of industrywide cooperation I have 
seen during the 30-odd years 1 have 
been in this business."' ( lJri\ e kicks 
off with a nationwide radio broadcast. 
24 September.) 

That radio'j. sentiments iesend)le 
Holh wood's was indicated by man)- of 
those SIH)NSOK interviewed. Tyjiifying 
the remarks of others, Richard Mack, 
international president of the Radio 
and TV Director* (Juild, said: "'Radio 
got rich. fat. and flabb)'. The networks 
practicall) invited any new medium to 
knock radio on the head.'" 

In promotion, too, radio <'an be ex- 
pected to follow thinking similar to 
Hollywood's. The coojjerative audi- 
ence-building campaigns now under- 
way are one part of this trend. But. 
more s])e<'ifically, CBS has endjaiked 
on a polic) of exploitation which is a 
leaf taken direeth from Ibjiljw'ood's 
book. The network has hired Sid (^ar- 
ficld, former advertising and ])nblicit\ 
director for Sanmcl Coldwyn produc- 
tions, to become CBS' fust ''exj^oita- 
tion director"'; he starts work today 
( 10 Seplondier ) . Another llollywood- 
ian, Irving Fine, will fdl a similar job 
on the Wc.-«t Coast for CBS. 

Carfield and I'ine have one s])ecific 
assignmc^nt from their boss, Pou llans- 
nian: lo i/iakc iteivs jor CBS radio. 
■'We're not gunning for the colunms 
an) more. We re after page* three, or 
page one. " sa)s llausman. 

"W e know the job can be done be- 
cause there's a lot of news in radio. 
We want to gel listeners sa\- 'Did vou 
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1 . . . . lhat the Market Reports with Bob 
Riley on the KMBC-KFRM Team are among 
the greatest radio buys In the Kansas City 
Primary Trade Area I 

2. BECAUSE — Market Reports on The 
Team are 3-tol ftryoritcs over atty other 
radio market reporting in the Kansas City 
Primary Trade Area . . . 

3. Further, the Kansas City Stockyards arc 
"back in business** after the flood with 
greater activity, hence greater interest than 
ever before! 

4. The 6:30 A.M. Market Reports and 
the 12:30 P.M. Market Reports, both with 
Boh Riley, arc AVAILABLE FOR SPON- 
SORSHIP. 



Call KMBC-KFRM or your nearest 
Free & Peters Colonel. 
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hear so and so last night; and we've 
reoriented our whole press operation to 
accomplish this." 

NBC, with its decision to bring back 
the expensive Big Show, giving it a 
whirlwind Continental premiere, is 
thinking in the same direction. 
Throughout radio, the determination 
to fight for audiences while evolving 
a new programing pattern is evident. 
As much as anything else, that deter- 
mination guarantees that radio will 
thrive in the coming TV era. ''We've 
been given the biggest programing 
budget in years," said CBS radio pro- 
graming chief Lester Gottlieb; "ABC's 
promotion budget for radio is up con- 
siderably, ranks dollar for dollar with 
TV," said Jack Pacey, acting director 
of public affairs at ABC. The net- 
works, all of them, with a complete 
divorcement between radio and televi- 
sion now established, are setting the 
pace for healthy survival. Veteran ra- 
dio producer Hy Brown summed up 
the situation aptly, telling SPONSOR, 
"The networks are faced with a prob- 
lem very similar to that faced by count- 
less parents. They have two children, 
each vying for attention. The parents 
must make the adjustments. There's no 
reason why you can't have two healthy 
children; one doesn't have to be a neu- 
rotic, an outcast, an orjjhan. The smart 
parent plays up the best features of 
each, nurses them along, brings them 
both to maturity, and then lets them 
stand on their own feet." * * * 
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510 MADISON 

{Continued from page 13) 

I believe, of The Happiness Boys who 
sold a lot of candy for the Happiness 
Candy Stores in New York and en- 
virons with the famous signature jin- 
gle, "Don't forget you've got a date, 
every Friday night at 8:00." 

This was one of the first if not the 
first singing commercial. 

Douglas Silver 

President 

WIRA 

Fort Pierce, Fla. 

p P.S. Billy Jones and Ernest Hare? 
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popular value. 
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Is it television's turn now? 

Those who argued that ra(Ho's plight 
was largely ps)chological may have 
had somethijig. The feeling of despair 
and defeat that swept sponsors and 
hroadcasters alike was inspired as 
much by columnists and comics as by 
television. AH this came to a halt al- 
most abruptly following vigorous coun- 
termeasures by the Affiliates Commit- 
tee, individual station rebuttals {like 
those of WOAU San Antonio, KVOO, 
Tulsa, KFI, Los Angeles, etc.) and re- 
cent cooperative promotions like those 
of Detroit and Tulsa stations. 

Many a TV enthusiast jjredicted an 
end to radio altogether with a knowing 
confidence that defied existing facts 
and all media history with equal aban- 
don. 

Sponsors, dazzl ;d by the glamour of 
television showtnanship, streamed out 
of radio in alarming numbers. 

This fall radio seems to be sjjoiling 
the burial plans with a revival of ac- 
tivity. Big, <'oslly promotions proclaim- 
ing radio's continuing effectiveness are 
the order of the day. And sponsors are 



coming back, some confessing that they 
should never have left at all. 

But something new is in the wind. 
This time it's the television blues. Of 
course, television has nothing to fear. 
Choice time has long been sold out and 
operating schedules are moving way 
down into the morning time slots. But 
(he rash of articles and newspaper sto- 
ries have begun to sound off on the 
shortcomings of television both as an 
amusement factor as well as an adver- 
tising medium. 

"Too costly," they say. "Lagging 
set sales show public apathy," they ar- 
gue. "The public is tired of mysteries 
and nmrders," they shout. 

Nobody has yet predicted the immi- 
nent decline of television, but the cur- 
rent gloomy reports are coming out in 
increasing numbers. 

This much is sure: television will lick 
its problems just as radio Avill. Cer- 
tainly it faces enormous issues — the 
high costs, poorly balanced program- 
ing, etc. But no one can argue Avith 
an\ kind of conviction that T\ has not 
already achieved its own special niche 
in the American home. Perha|)s tele- 
vision is making the mistake of failing 
to publicize its virtues adequately 
enough while its Aveaknesses are re- 
ceiving the usual full treatment by its 
detractors. 

Like radio, television Avill influence 
and enrich our lives for generations to 
come. Like radio, it will exert the most 
powerful influence on the buving hab- 
its of America. 

It pays to know radio better 

Some of the mistakes attributed to 
bank advertisers in sponsor's story 
(see page 32) are common to other 
categories of sponsors as well. 

Each user of radio and television 
must find the approach that is most 



advantageous to the products or serv- 
ices he sells. He must know Avhen he 
can best reach those Avho might be 
interested in buying, and what sta- 
tions and programs are most likely to 
deliver most of that audience. 

In a word, he must knoAV enough 
about the air media to use them intel- 
ligently and effectively. Retail adver- 
tisers, for example, have been slow to 
turn to radio because they just did not 
kn ow enough about it. or because an 
occasional attempt failed to produce 
sensations. 

The most recent proof that radio 
frequently exceeds newspapers in 
bringing customers into stores was 
|)rovided by the Advertising Research 
Bureau Inc. Their findings have had 
a marked effect on retailers who either 
never ventured into radio before or 
tried it once or twice Avith disastrous 
results. These studies have given re- 
tailers new confidence in the medium, 
and they are using it now in increas- 
ingly large numbers. 

Whether y ou are selling the services 
a bank offers, or other services or prod- 
ucts designed for mass appeal, radio, 
in its quarter century of service, has 
accumulated sufficient cA'idence to dem- 
onstrate to you how it can best help 
aehicA'e widespread distribution. 

The Broadcast Advertising Bureau, 
the \ational Association of Radio Sta- 
tion Representatives, the radio net- 
works and agency research depart- 
ments have the facts or case histories. 
The trade publications, notably spon- 
sor {which was founded for just this 
|)ur])ose) has both a library of case 
histories as well as specific research 
data. 

In using radio and television it pays 
to be well informed. Fortunately for 
the s|)onsor, the information he may 
need is obtainable. 



Applause 



We tip our hat to . . . 

Thr Advi-rtising; Federatiuii »»t 
Aiiicrira whi<:h last month launched 
another campaign for public under- 
standing of advertising. Said Ralph 
Smith, A'iee president of Sullivan, 
StaulTer. Colwell & Bavles and chair- 
man of AFA's cam|)aign committee: 
'Objcx iives of this year's cam|)aign are 



to clear up the misconceptions found 
|)revalent in consumers' thinking." The 
AFA wants the public to know that 
"advertising is helping even inflated 
dollars go further, and that any threat 
to tax or i^roliibit advertising directly 
threatens the poeketbooks of the con- 
sumer." The messages prepared for 
radio are ex])cctc(l to reach 50,000,000 
listeners. 



Virjiil Piiikley, editor and publisher 
of the Los Angeles Mirror (circ. 212,- 
733), who uidike other newspaper pub- 
lishers, welcomes television as he wel- 
comed radio and promises to keep his 
readers fully informed on all television 
news and developments. 
WFIL, I'liihidrlpliln, which produced 
a l-l-l/^liour television marathon bene- 
fit recently. 
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Bennington, Vf-. 






MORE AUDIENCE 

VROW beats Station X 
(the only other Network 
affiliate in Albany) by 640 
\ families according to 
I BMB. 

/VROW shows a BMB of 
1 0% or better in 1 4 coun- 

» ties ... 2 more than 
Station X. 



LOWER COST 

WROW has a lower cost 
per 1000 families than 
any other station in Al- 
bany. 

WROW has lower rates 
than any other Network 
affiliate in the Capital 
District. 



PROMOTION 

WROW's promotion story 
could not possibly be told 
in this small space! 

For the complete story, 
contact: 

The Boiling Company 



FIRST on your dial with MUSIC, NEWh and Sl'ORTS 



590 on \c)iii cli:il 

5,000 ...US 

i'\c I iisi\ c 

MUTUAL 

outlet loi llic 
C.i|)it.il Dislrid 



WROW 




in tota! share of 
Washington audience! 

And tliat's going some! The Washington, D. C. radio market 
is the most highly competitive in the country. No less than 
17 stations crowd the Washington area. The latest Pulse 
survey shows WWDC as second in total share of 
audience! And at WWDC's low rates, it's really 
first — on a results-j)roducing hasis. It means that in 
Washington, your best advertising buy is WWDC. 
Just get all the facts from your John Blair man. 

•Pulse: May-June, 1951; 6 A.M. to Midnight 




